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Reps entertained 


by resort 


As part of their advertising 

licy, from October 29 until 

ovember 1, the Torquay cor- 
poration and Hotels’ Association 
were hosts to representatives of 
13 British travel agencies. 

In the past there have been 
various similar parties, not only 
British, but parties also from 
Scandinavia, Holland and 
Switzerland. Representatives are 
given an opportunity of seeing the 
town and district by motor coach 
tours, informal dinner functions 
and visits to various hotels. 


First class return 


A new rate card in the form 
of a return railway ticket has 
been issued by Vanity Fair. The 
ticket states hes railways, air- 
lines and ag companies 
carry thousands readers of 
Vanity Fair to holiday resorts 
each year, and “that is why i 

ys to send TRAVEL ADVER- 

ISING to VANITY FAIR.” 

Special features in the ma 
zine on holiday and holida 
clothes are “bound to call the 
attention of readers of VANITY 
FAIR to TRAVEL ADVERTIS- 
ING.” It adds ;: “Advertising in 
this first-class medium is sure to 
bring you in a FIRST-CLASS 
RETURN.” 

Details of rates are provided 
on the reverse side. 


Advertisements on 
the match box 


Miniature boxes of matches 
with individual advertisements on 
the label are being introduced b 
Edward Sykes and Co., Ltd. Bach 
box contains 25 matches. 

The labels can be printed in one 
or more colours and are intended 
for use by salesmen, as novelty 
visiting cards or “give-away 
gimmicks. 


To The Editor .. 


Misuse of the 
common comma 


Sm,—-Despite the unforgivable 
modern fashion for running two 
separate and distinct sentences 
together with a comma when 
grammar and sense and sound 
cry out for the full-stop, I had 
not thought to see this pernicious 
fouling of the English language 
tainting copywriters. 

Copywriters, I had always 
deluded myself knew how to 

write, 

Yet, in the current “Milk” 
copy, there are three blatant 
grammatical solecisms in less 
than a dozen lines of writing. 

“Life is full of fun, don't let it 
pass you by...” This calls for 
the full stop after “fun.” The 
sense of pause is weighty enough 
to warrant complete separation of 
these two phrases. “That's why 
everybody needs milk, at least a 
pint a day . . " demands the 
dash after “milk.” Here, the 
second phrase is an afterthought, 
a change in the writing tempo to 
which the comma cannot do 
justice. “.. . for milk is the best 
drink in the world, it refreshes, 
it satisfies . . .” definitely needs 
a full-point after “world.” Noth- 
ing else will do. Correct writing 
also requires a second full-stop 
between “refreshes” and “it.” 

New thoughts, fresh phrases 
introducing new verbs need to be 
viewed as separate sentences, not 
as complements or eclongations of 
the original subject. The rule is 
simple: if in doubt, parse. If 
you do not know how to parse— 
stop writing! You have no busi- 
ness to be earning a living at a 
craft which you eve not taken 
the trouble to master. 

Occasionally a conjunction can 
be used in place of the full-stop 
that seems to be asked for (by 
the way, the preposition ending 
in this last sentence is quite 
correct), But (and you can start 
a sentence with “But” or “And”) 
the inclusion of the conjunction 
must not lead to a non-sequitur. 


R. L. Fon. 
Pentland Close, 
Golders Green, N.W.11. 


Seeing the light 


Sir,—I notice in “Photography 
in Advertising” in the Apver- 
riser’s Weexty- issue’ of 
November 4 that you feature an 
illustration of a Wren using an 
Aldis daylight signalling — 
and which you state Phased 


graced” Reuter’s Fleet Street 
window. 

May | draw to your attention 
that the Wren is not holding the 
signalling lamp in the correct 

sition, has both eyes open and 

as the signalling lamp to the 
wrong eye (or is she ambidex- 
trous, operating the ong with 
her right hand and using her left 
eye?). 

It is therefore impossible for 
Wren Lomax to have transmitted 
a message by means of this signal- 
ling lamp. 

Using any object of similar size 
see if you could possibly achieve 
that position! 

Yvonne D. MILLeR 
Address supplied. 


Setting a standard 


Sm,—The Advertising Associa- 
tion’s examiners have been com- 
menting on the standard of 
English used by candidates in 
their examinations. 

I have discovered 23 errors in 
the English used in just one of 
their 1954 examination papers. 
The paper is “Introduction to 
Advertising and Its Administra- 
tion,” and there is not one ques- 
tion correctly written. 

P. NATAL. 
London, N.4. 


Plea for prices 

Sir,—I suggest the motor in- 
dustry as an example for the 
point I wish to make, but no 
doubt there are others, Would 
it not be advantageous if the 
manufacturers of car accessories, 
tyres, lamps and batteries were 
to use a mite of their advertise- 
ment appropriations to announce 
their prices. Publication of 
prices would surely make for 
greater satisfaction to user and 
retailer. 

EDWARD MERNAGH 

Harlington Rd., 
Hayes, Middlesex. 
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LONDON & MANCHESTER 


ens<ouemnes Practitioners in restos. 


As it happens ~ 


Sirn,—I have been struck by 
the following paragraph which 
appears on page 71 of Mr. 
Attlee’s book, “As It Happened.” 

“I started advertising the Post 
Office in the newspapers and 
have never forgotten the frank 
assurance given to me in public 
by a newspaper magnate to the 
effect that there was a very close 
link between the advertising and 
editorial management of his 


THIS WEEK 


How to project the sales message 
in commercial TV—page 384 


NEXT WEEK 
Review of poster advertising 


newspapers and that anything 
given to the first had an 
immediate effect on the second. 
I found that he was quite right, 
a small expenditure yielding good 
results,” 

I should be grateful if anyone 
could refer me to any rejoinder 
to this which was made either by 
newspaper or by advertising man- 
agement. 

I wonder, too, if evidence of 
this kind was given before the 
Commission on the press which 
was set up by r. Attlee’s 
Government. 

E. E. Jones. 


Danbury, Essex. 


Resort plans drive in Scotland 


Scarborough publicity com- 
mittee are to recommend to the 
town council an advertising 
scheme for the town next year 
which includes the use of national 
and provincial press advertise- 
ments and 1,100 posters—one of 
the town’s biggest ever schemes. 

The press adveriisement 
scheme is on similar lines to last 
year, and will also include a 
special scheme for Scotland. The 
posters will be displayed on 200 
sites at selected railway stations, 


250 carrier vans, and on 50 hoard- 
ings in Manchester. 

Space for displayin 
is also to be book on 500 
public information panels and 
100 Glasgow trams. 

These have proved successful 
for three years, and for the 
present scheme the committee 
hopes also to use panels in West 
Yorkshire, Lincolnshire, the Mid- 
lands, and Scotland to cover dis- 
tricts not reached by last year’s 
bus-sides. 


posters 


We are now using this method to produce 
FINE QUALITY SILK SCREEN PRINTING 


A, Shankland Ltd. 


, GRAFTON WORKS, LONDON,N.W.5. GUL 5595-6-7 
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Use this popular morning newspaper 
to advertise in the largest and richest 
market in the Provinces . . . . 25/-s.c.i. 


Birmingham Gazette —-—-— 


CORPORATION STREET, BIRMINGHAM, 4. TEL: CENetral 8461 
ERNEST LUMSDON - London Advertisement Director 
WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LIMITED 


167-170, FLEET STREET, LONDON, E.C.4. TEL: CENeral 3265 
Leeds Office: 11, ALBION PLACE, LEEDS, Tel: LEEDS 24998, Maonchester Office: MIDLAND BANK HOUSE, 26, CROSS STREET, MANCHESTER, 2, Tei: BLAckfriers 3930 
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What the 


tycoons saw 


in their 
favourite 


paper..... 


RANDPAPA (the founder of the firm) was greatly taken 

with a new paper, founded in 1843 and called THE 
ECONOMIST. His shade smiles benignly on the modern 
tycoon reading his favourite paper (still called THE 
ECONOMIST). 

‘The years between have seen many changes in the paper 
and its advertisers. The Plessey Company Ltd.,* for 
instance, know that their advertisement in THE ECONOMIST 
is seen by over 50,000 readers (ABC Net Sale 50,640). 


. a 


And where Grandpa once read through tightly packed lines 
of small ads., tycoons now look for the goods and services 
they need to buy. 


* The advertising agents for The Plessey Co. Ltd. are Roles 
and Parker Ltd. 


The Economist 


22 RYDER STREET - ST. JAMES’S - S.W.1 + WHITEHALL 151! 
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IPA meet film producers on commercial TV 


COMMITTEE ‘TO ESTA BLISH CONTACT’: 
AGENTS CAN BECOME ASFP MEMBERS 


JOINT committee of the Institute of Practitioners in 

Advertising and the Association of Specialised Film 
Producers has been set up “to establish regular contact and 
co-operation” between the two organisations. First meeting 
is expected in the next few days. 


This follows discussions 
between representatives of the 
bodies on the production of films 
for commercial TV, and a 
decision ‘by the ASFP to invite 
advertising agenci¢s with TV film 
production units to join as asso- 
ciate members of the Association. 

This decision was taken after 
a meeting at which the ASFP met 
representatives of a number of 
agencies interested in the produc- 
tion of films for TV. 


A statement from the ASFP 
says that emphasis was laid on 
the importance of having one 
body to speak for all film produc- 
ing interests in the new medium, 
particularly on the many qaes- 
tions affecting costs. 

The statement continues: 

“ASFP, with long experience 
in these matters, offered its 
services and facilities to interested 
agencies. It was pointed out that 
a TV film producers’ group 
already exists within the 
machinery of ASFP and it was 
suggested that agencies might join 
the Association as associate 
members and form part of the 
group. 

“All were agreed that close 
co-operation between agencies 
and ASFP was most desirable and 
necessary, and ASFP’s offer of 
associate membership was warmly 
welcomed by many of those 
present at the meeting.” 


No ITA statement 


The Independent Television 
Authority held a private meeting 
in London on Tuesday. No 
statement was issued. A spokes- 
man of the ITA said that they 
discussed “matters of general and 
financial policy.” 

These are believed to include 
the type of goods or services 


which must not be advertised by 
the new medium, and the types 
of programmes which will not 
carry advertising. 

Also awaited is the 1ce 


AA name J. L. Verrinder as 
1955 conference chairman 


John L. Verrinder, advertisement manager of 


Punch, has 


been appointed chairman of the 


committee for the Advertising Association's next 
annual conference, to be held at Brighton from 
May 5 to 8 next year. No further members of 
the committee have yet been announced, and 
no date has been given for their first meeting. 
Mr. Verrinder was a member of last year's 
committee, whose chairman was G. P. Simon, 
Daily Telegraph general manager. 


ment by the ITA of the composi- 
tion of the advertising advisory 
committee. 

The proportion and times of 
commercials and the provision of 
news facilities are other problems 
facing the ITA. 

Jack Davies, managing director 
of Monseigneur News Theatres 
and of British Newsreels has 
stated that they have applied to 
be appointed programme con- 
tractors to supply television news 
reels over the national network. 

Among the concerns awaiting 
the coming of commercial TV are 
the broadcast relay organisations. 
Paul Adorian, deputy managing 
director of Broadcast Relay 
Services Litd—or  Rediffusion, 
one of the joint programme con- 
tractors—has announced that 
they are planning to relay the new 
programmes in addition to those 
of the BBC. 


More beers to 
be marketed 
this winter 


More special strong brews will 
be marketed this winter. Direct 
mail campaigns to publicans and 
to off-licencees are urging them 
to display the stronger ales more 
freely on their premises. 

Fremlins are re-introducin; 
their strong Imperial Ale whic 
was sold before the war. During 
the war the gravity of the ale 
had to be lowered. 

Whitbreads have renamed their 
Chairman's Ale—introduced last 
year—and it is being promoted 
as Final Selection. 

A Guinness spokesman denied 
rumours this week that the com- 
pany would be launching a pale 
ale in this country 


DOLAN SHARES 
TRAWLER PR 
ACCOUNT 


ppointed 
tional public relations agents 
for the British Trawler 
Federation. 

It is understood that they will 
handle a major part of the BTF 
ublic relations work particu 
arly that dealing with “political 
and controversial aspects” of 
the fishing industry. 

F. C. Pritchard, Wood and 
Partners Ltd. will continue as 
advertising agents for the 
Federation. They will still 
handle long-term public rela- 
tions work which includes cod 
fillet promotion for the Distant 
Water Section. 
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Bowater book tells 
Tennessee story 


The giant new Bowater mill in Tennessee, named by R. A. 
Butler, MP, Chancellor of the Exchequer, in a preface as 
“the largest investment sanctioned by the British Government 
in the US since the war,” is described in a book which Spear- 


head Publications Ltd. have pre 


Frank Waters— 
‘courageous 
and sincere’ 


More than 500 representatives 
of national and provincial news- 
papers, advertising agencies, and 
the theatre and sport worlds 
attended the memorial service to 
Frank Waters, former managing 
director of the News Chronicle 
and The Star, at St. Martin-in- 
the-Fields last Thursday. 

Among those present were 
Mrs. Waters and Miss Sarah 
Waters, his wife and daughter, 
the Earl of Inchcape, Lord 
Burnham, Col. Astor, chairman 
of The Times Publishing Co., 
Lid, Max Ajtken, Neville 
Berry, B. Alton (NPA), A. Pitt 
Robins (Press Council), Norman 
Moore, F. P. Bishop, MP, and 
representatives of every national 
daily and Sunday newspaper in 
Fleet Street. Alan Webber, The 
Star advertisement manager, and 
representatives of the paper's 
advertisement department. 

The address was given by the 
Rev. Canon D. H. Booth, a friend 
of Mr. Waters since they met at 
Cambridge. He paid tribute to 
the sincerity, courage and deep 
kindliness of Frank Waters. 
These qualities, he said, resolved 
into his “great, infectious happi- 
ness of living.” 


ROY CLARK 


The funeral service of Roy 
Clark, advertisement director of 
The Star, took place at Bishop- 
stone, near Seaford, Sussex, last 
Saturday. Members of The 
Star advertisement department 
attended. It was followed by 
a private cremation service at 
Brighton. A memorial service 
will be held at a later date. 


»duced for the Bowater Paper 
Corporation. 


Written by Robert Sinclair 
and illustrated in colour, it is 
entitled Bowaters Build a Mill in 
Tennessee. The full edition was 
30,000, of which 2,500 were case- 
bound and jacketed and the 
remainder carried a drawn-on 
cover printed on art board. The 
actual time from the initial con- 
ference to the dispatch of the first 
500 casebound copies to America 
was 144 weeks. This period had 
to cover designing, writing, flying 
a photographer to America to 
obtain full colour shots of the 
Tennessee mills, the making of 
four-colour process blocks 
during the busiest time of the 
year, and printing, binding and 
collating the first consignment of 
5,000, of which 1,500 were case- 
bound. 


No complete proof 


Difficulties were increased, 
state Bowaters, by the fact that at 
no time was it possible to see a 
complete book proof in colour. 
The 48 pages were printed eight 
up in six sections, and the colours 
were actually running on a num- 
ber of eights before final correc- 
tions were received for the black 
forme. 

Additional technical data: art 
director, Edward Bishop ; colour 
and half-tone blocks by Fine Art 
Engravers Ltd. and C. & E. Lay- 
ton Ltd.; printed by Gale & 
Polden Ltd.; paper, Bowaters’ 
roll-coated Cotinex ‘T’; end 

pers, Bowaters’  roll-coated 

ithocote ; ostal containers, 
Bowaters’ packaging division. 

The booklet is being sent out 
to important publishers and other 
business executives in Great 
Britain, USA and throughout the 
Commonwealth. Five hundred 
were presented at the inaugural 
ceremony, and about 8,000 will 
be distributed generally through- 
out the USA. 


a 
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The casebound edition of the Bowater booklet (right) carries a jacket of 
the same design as the drawn-on cover of the popular edition (left). 


Commercial TV: More contracts 


@ Continued from page 355 

During the past week two 
powerful names have been added 
to the list of programme contrac- 
tors already announced. 

Associated Broadcasting Devel- 
opment Company, of which 

orman Collins is a director, has 
accepted the ITA offer to run 
week-end programmes in London 
and Monday - to - Friday pro- 
grammes in Birmingham. And 
Isaac Wolfson, chairman of 
Great Universal Stores, has joined 
the board of the Kemsley-Win- 
nick organisation. 

ABDC are reported to be the 
last of four contractors to be ap- 
pointed to run programmes in 
the first three commercial stations 
in London, Manchester and Bir- 
mingham from about next 
August. 

The Collins concern has on the 
board Sir Alexander Aikman, 
chairman of the powerful Elec- 
trical and Musical Industries 
which recently bought the old 
Denham film studios; Viscount 
Duncannon, a city financier, Sir 
Robert Renwick, stockbroker 
and director of Associated Elec- 
trical Industries ; and C. O. Stan- 
ley, chairman of Pye. 

An ITA spokesman has stated 
that the authority would pro- 
bably advertise for contractors 
for new stations next month— 
“probably around Christmas.” 

More BBC executives are join- 
ing commercial television bodies. 
John Irwin and Edgar Lustgar- 


SUBURBAN GROUP TO CARRY ‘UNIQUE’ AD FEATURE 


All papers in the North London 
Observer group this week will 
carry an eight-page magazine- 
styled newspaper called Svar 
Journal sponsored by the Star 
Furnishing Company, a North 
London firm of house furnishers. 

A group spokesman described 
it as “something unique in the 
history of British advertising.” 

A special features department 
has been set up to tackle the pro- 
duction of the magazine Which 
is printed on mechanical paper, 
which dges not interfere with the 
group's newsprint allocation. The 


three papers in the North London 
Group are Tottenham Observer, 
Wood Green Observer and Stoke 
Newington and Hackney Observer 

In addition to the normal com- 
bined circulation many thou- 
sands of extra copies of Star 
Journal will be mailed direct to 

st and present customers of. the 

rm. 

The Journal includes articles, 
Christmas recipes and games, 
show news, a children’s section, 
competitions, women’s features, 
sport and pin-ups. Advertising 
for the Star Furnishing Company 


is mainly confined to display 
advertisements in the publica- 
tions. It took only a fortnight 
to produce. 

The cost of the promotion runs 
into four figures and no decision 
has yet been made as to whether 
Star Journal is to be published 
regularly, The first issue carries 
a coupon and asks for readers’ 
comments on the magazine. 

But a spokesman of the North 
London Group said that their 
new features department would 
now be able to tackle any pro- 
motion an advertiser desired. 


ten, who have produced on a free- 
lance basis “In the News” since 
the BBC introduced it in 1950, 
are to produce for Norman 
Collins; and John McMillan, 
originator of the Dick Barton 
programme and “Mrs. Dale's 
Diary,” who resigned from the 
BBC in 1952, has been appointed 
Gens manager of the Kemsley- 
innick group. 


Agency. show of 


closed-circuit 
TV commercials 


TV commercial films, both 
American and_ British, were 
shown on a closed circuit to 
clients of Scott-Turner and Asso- 
ciates, Ltd. on Friday evening to 
demonstrate the possibilities of 
TV for the agency's fashion and 
consumer accounts. 

One of the most popular films 
was Exquisite Form’s “Stop the 
Music.” Exquisite Form, one of 
the agency's clients, is an exten- 
sive user of TV in the United 
States. Another Scott-Turner 
client, Sunbeam Electric, manu- 
facturer of Shavemaster and 
Mixmaster in Britain and many 
domestic appliances in the States, 
also had commercial films on 
show. 

Experimental British films de- 
stined for commercial television 
were also discussed. These made 
use of famous personalities, 


«brand personalities and a shop- 


ping guide technique, among 
other forms of presentation. 
Clients were advised how their 
advertising campaigns could be 
helped by TV, how TV could be 
included in current campaigns, 
how TV could be promoted by 
“y and display link-ups, and 
ow cost need not be prohibitive. 
The TV demonstration was 
arranged to introduce the 
agency's clients to Harry Alan 
Towers and Richard Meyer of 
Television Commercials  Ltd., 
who provided the facilities for 
the demonstration. 
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Second‘Herald’ survey of cheapest 


readership coverage 


‘QUANTUPLICATION’ TABLES SIMPLIFIED 
FOR FURTHER 14 PRODUCTS 


+ CONSIDERABLE INTEREST 
| You ADVERTISEMENT in THE 
Arverniser’s Weenry (Serr 4© su) 


Just the job 


An advertisement inserted in 
ADVERTISER'S Weexty by Mars 
Litd., of Slough, for a cartoon 
artist, brought a response which, 
states the autumn issue of Mars 
Magazine, completely “snowed us 
under.” 

But one reply stood out. It was 
that from John Henry, whose 
letter was a series of cartoons— 
one is reproduced above—which 
began, “Dear Sirs,—l read with 
considerable interest your adver- 
tisement in the ADVERTISER'S 
Week ty (September 9, 1954), and, 
with considerable alacrity, have 
prepared a number of drawings, 
some ridiculous and some plain 
stupid, designed to _ stimulate 
vour interest.” 

He got the job. 


Uniform small ads 


for vacancies 


Regional hospital boards have 
been considering uniform restric- 


tions upon the advertising by 
boards and management com- 
mittees of vacancies for medical 
and trained nursing staff. 

It has been agreed that adver- 
tisements for medical appoint- 
ments should be published in not 
more than two professional 
journals for not more than two 
insertions each. 

If no satisfactory applications 
result, two more insertions are to 
be placed, and thereafter, if 
necessary, advertisements are to 
be inserted not more often than 
once a month. 


The second “Quantuplication” survey has been 


produced 


for the “Daily Herald” by the research department of Odhams 
Press Ltd. Copies have been distributed to agents this week. 


Object of these surveys is to 
help the agency space buyer 
decide which combination of the 
five most popular national dailies 
will enable him to reach most 
economically the largest market 
for certain products, by showing 
readership in relation to spending. 

“Quantuplication” is a word 
specially coined to describe over- 
lap in the readership of the five 
papers concerned, the Daily 
Herald, Daily Mirror, Daily 
Express, Daily Mail and News 
Chronicle. 


‘Stream -lined’ 


The first of the “Quantuplica- 
tion” surveys was issued in July, 
1953. It dealt with 20 products, 
and contained four tables for 
each product. Now the tables 
have been “stream-lined” into one 
table for each of a further 14 
products. 


The 14 products in the new sur- 
vey are: boot and shoe cleaners, 
dog food, cat food, lavatory 
cleansers, men’s footwear, 
women’s footwear, mail order 
goods, men’s outerwear, women’s 
outerwear, bicycles, bicycle acces- 
sories, razor blades, shaving soap, 
and dentifrice. 


The report is based on three 
surveys carried out from March 
to June, 1953. Separate reporis 
on public buying habits in respect 
of each product have already 
been published by the “Daily 
Herald,” at intervals between 
— 1953 and January, 


For each of the surveys some 
6,000 people were interviewed, 
and an appendix gives the break- 
down of the interviewees into 


‘Rising costs’ will limit expansion of 


Government information services 


Sir Anthony Eden, questioned 
in the House of Commons about 
Government information services 
overseas, stated that the £100,000 
increase proposed last year would 
be maintained. 

He said that the Government 
would propose the same increase 
next year, but how far it would 
go in new work would have to 
depend to some extent op how 
much they could avoid rising 
costs. 

Christopher Mayhew said that 
compared with the effort and ex- 
penditure the Communists were 
making the figures the Foreign 
Secretary had given were ludi- 
crously small. He urged that 
more attention should be paid to 


increasing expenditure overseas as 
the country was spending £1,600 
million on armaments. 

A Foreign Office official states 
that overseas information takes 
the form of material supplied 
from British embassies, BBC 
broadcasts, films, editorial pub- 
licity and public relations. 


social classés, age-groups, areas 
and size of towns. ° 

Each of the 14 tables gives the 
percentage of the market reached 
by any one or combination of the 
five papers, the advertising cost, 
and the cost per 100,000 users 
reached. 

Costs are based on 11 inch 
triples in all papers except the 
“Daily Mirror,” in which the 
equivalent space is 104 inches by 4. 

For example, the table for boot 
and shoe cleaners gives the cost 
of obtaining 100 per cent market 
coverage—i.ec., using all five 
papers—as £3,971 10s., or an 
advertising cost of £29 per 
100,000 users reached. 

In each case the figures for 
obtaining 100 per cent coverage 
are given last, with the percent- 
ages for the other 31 combinations 
given in ranges of 10 per cent in 
ascending order. 

In charge of the work of pre- 
paring the survey in the Odhams 
research department were Dr. 
Max Adler and W. D. McClel- 
land. The figures were obtained 
from the interviews by Odhams, 
and were computed by Scientific 
Computing Service Ltd. 


ADVERTISER'S WEEKLY 


Wills accounts: 
No Gold Flake 
press ads 


As exclusively re in 
ADVERTISER'S WEEKLY 
week the W. D. & H. O. Wil 


branch of the Imperial 
Tobacco Co., Lid., have ap- 
pointed F. C. Pritchard, Wood 
& Partners Lid. and the J. 
Walter Thompson Co., Lid., 
to handle the advertising of 
their cigarettes, tobaccos and 
cigars in the United Kingdom. 
The appointment takes effect 
from May | next year. 
Pritchard, Wood & Part- 
ners Lid. will be responsible 
for the Capstan cigarettes and 
tobacco accounts and the J. 
Walter Thompson Co., Litd., 
will handle Three Castles 
cigarettes, Golden Virginia, 
Cut Golden Bar and Bulwark 
tobaccos, Wills’s Whiffs and 
Embassy cigars accounts. 
With effect from the same 
date, O’Kennedy - Brindley 
Ltd. have been appointed the 
advertising agents in Eire for 
the W. D. & H. O. Wills and 
Wm. Clarke & Son branch of 
the Imperial Tobacco Co., 


Ltd. 

Cc. B. Wrey, adv 
manager of the Imperia 
Tobacco Company, states: 
“At the present time Wills’s 
Gold Flake cigarettes are not 
being advertised in the press 
and we have no agent hand- 
ling that account.” 


(Above, left to right) G. K. Le 
Fevre “Daily Mirror,’ William 
Memory “News Chronicle’ and 
W. R. Balch (director, W. H. 
Gollings and Associates) at the 
Savoy luncheon at which (right) 
Mr. Gollings introduced his “new 
associate,” Mrs, Gollings. 
(See Mainly Personal—page 416) 


AGENCY ESCAPES WEST-END FIRE 


In spite of the fire which swept 
through Gloucester Mansions, 
Cambridge Cifcus, in the early 
hours of Monday morning, R. W. 
Luckins Ltd. and R. W. Luckins 
(Advertising) Ltd. have announced 
that they are able to continue 
their full activities. 

The fifth floor of the building, 


which they occupy, was not 
touched by the actual fire, but 
their records were blackened by 
the smoke. 

The staff, with scrubbing 
brushes and buckets of water 
obtained from nearby — 
and manhandled up five flights of 
stairs, cleaned the offices. 
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ADVERTISER'S WEEKLY 
London 


AA trio explain 
PR campaign 


How the Advertising Association 
proposes to tackle the problem of 
cones relations for acetone will 

outlined to the Publicity Club of 


London on Monday by Sir Stephen 
Tallents, L. E. Room, and Dennis 


Club News 


Last, who are respectively the 
Association's public relations 
adviser, director-general, and infor- 
mation officer 

On Monday, November 22, the 
club will be ait home at the Aldwych 
Club to Viscountess Boyle and other 
celebrities. 

Forthcoming “Little Journeys” 
will be to the Stock Exchange next 
Wednesday afternoon and to Gas 
Industry House on November 25. 


Berks and Bucks 
‘Maintaining a 
smooth flow’ 


“Advertising is a tool for better 
living” was t theme of a talk, 
delivered by Norman J. Groome to 
members of the Berks and Bucks 
Publicity Association, s 

He explained how advertising 1s 
an important, even indispensable 
tool in an economic system where 
mass production depends so much 
on mass consumption. ’ 

“Advertising keeps this system 
ticking,” he said, “and without it, 
the easy and smooth flow of goods 
from the production benches to the 
consumers could not be main- 
tained,” ets 

Mr. Groome told his listeners of 
the many organisations serving the 
users and producers of advertising 
in this country. 


Peterborough 
Commercial TV 


The future of commercial tele- 
vision from the viewing and adver- 
tising angles was discussed at the 
monthly luncheon of the Peter- 
borouah Publicity Club, V. Mark- 
ham, an account executive of Stuart 
Advertising Agency, was the 
speaker, 


In brief... 


Sunday Express golf corre- 
ndent. Eddie Hamilton presented 
the Publicity Club of Glasgow's 
‘olf prizes at a recent luncheon... . 
mK paper read by Charles Hallas, of 
Lintas Lid., on “The Case for 
Advertising” opened a hectic debate 
between members of the Advertising 
Club of Oxtord. . . . A. P. Cooper, 
blicity organiser of the Norwich 
nion Insurance Societies, told 
members of the Bradford Publicity 
Association of the advertising 
roblems peculiar to insurance... . 
The Glasgow Junior Publicity Club 
has now elected a committee of 
management. ... Members of the 
Publicity Club of Aberdeen recently 
toured the offices of the Aberdeen 
Journals Lid. . F _——_ Socme 
is the wtor o s year's public 
speaking course of the Berks & 
ks Publicity Association... . 
P. W. Kriebel, American vice-consul 
in Birmingham, addressed the Pub- 
licity Club of Wolverhampton. 


This foot-high model, made by Jack Pirrie and fellow members of the 

Publicity Club of Aberdeen, was presented to R. Bruce Farquhar, local 

manager of the General Billposting Company, at a dinner to mark his 

promotion to deputy general manager of the company. After 23 pore 
in Aberdeen, Mr. Farquhar is returning to his native Edinburgh. 


Advertising-Press Club 


‘Dailies are best medium’ debate 


Gordon Clark presided at a debate 
for the Irish Advertising-Press Club 
in Dublin on the motion, “Dail 
newspapers are the only worthwhile 
advertising medium.” The four Irish 
dailies were represented on the 
affirmative side, with E. C. Maguire 
(advertisement manager, Irish Inde- 
pendent) \eading, and claiming that 
advertising managers of all business 
concerns knew from experience that 
the daily newspaper would bring the 
best financial return for the money. 

Melville Miller (advertisement 
manager, Irish Times) claimed that 
the advertisement in a daily news- 
paper was read as news by persons 
who were in the most receptive 
mood for the message. 

George Crosbie (Cork Examiner) 

and Alan Maxwell (/rish Press) also 
spoke for the motion. 
* A. J. Gairn (David Allen & Sons, 
Ltd.) said that he thought too much 
stress was placed on press adver- 
tising. Posters had always been 
regarded as the heavy artillery of 
advertising, and a poster with a pic- 
ture impressed the public more } oma 
a sentence in a newspaper. 

0. G. Dowling (Radio Review) 
spoke of the growing importance of 
radio advertising, whi = % 
aw mag (Hardware and Allied 

rader and Chamber of Commerce 
Journal) emphasised t influence 
of trade and technical journals. He 
said that the cost of newspaper pro- 


duction was very high and the adver- 
tiser was being asked to pay more 
than his share of the cost. Daily 
newspapers had to realise that there 
were seven or eight other very effec- 
tive advertising media. 

The motion, on a vote, was 
declared defeated. 


apes. 
Worthy cause 


Proceeds from a Tombola evening 
to-morrow (Friday) at the Regent 
Advertising Club will help to finance 
a Christmas treat which the club are 
to give to some children from the 
Reedham Orphanage. 

Next Wednesday, members of the 
club will be given a talk on and 
demonstration of skin care and 
make-up by Miss M. Dolby, of the 
Beauty Counsellors of America. 
Club members will be used for the 
demonstration. 


Glasgow 
Ringing the bell 

President James Hastings, instead 
of using his gavel, set an alarm 
clock to signal the beginning of 
speeches at a _ recent luncheon 
meeting of the Publicity Club of 
Glasgow—an appropriate gesture, 
since Fred Chapman, sales manager 
of Westclox Lid., Vale of Leven, 
was the speaker. 


Friday, November 12 
REGENT ADVERTISING CLUB tombola 
evening. la Chesterfield Street, 
London, W.1. 7 p.m. 
Barris SALes PROMOTION ASSOCIA- 
TION anniversary dinner and dance. 
May Pair Hotel, London, W.1. 
7 p.m. 
Pusticiry CLus or Gtascow lun- 
meeting. D. W. Last on 
“Public Acceptance of Advertis- 
me Gr R ‘ant. 


SHEFFIELD 
annual dinner and dance. Royal 
Victoria Hotel. 7 p.m. 

. Nevember 15 
Pusticrry Cus or LONDON meeting. 
“PR for advertising” panel. Wal- 
dorf Hotel. 6.15 p.m 
Barstow anp West Pusticrry Ciun 
meeting P. D. O'Connell and 
J. A. His 


ted 


ADVERTISING DIARY 


Tuesday, November 16 

Reoent Apvertisineo Cup lecture. 
L. 8S. Desbrow on “Media Plan- 
ning.” 6.30 p.m 

Wednesday, November 17 
Instrrure oF Pustic ReLations film 
show North Thames Gas Board 
Theatre, Edgware Road. 6.30 p.m 
IPA t P $ ann 
on “Type an ypography.”’ 

. oe Square, London, $.W.1. 
6. p-m 


Apvertisisno )6CLlup OF 6 OxrorD 
meeting. R. D. L. Dutton on ‘Do 
they do it better in the USA.” 
City Restaurant, 4 Cornmarket 
Street. 6.30 p.m 


Th 

Pusiicity CLup or Leeps luncheon 
meeting D. Richardson on 
“Women in the Modern World.” 
Great Northern Hotel, Leeds. 
12.45 p.m. 

Pustictry Cius or NEWCASTLE-ON- 
Tyne luncheon meeting. C. Hallas 
on “Sponsored Television.”” Crown 
Hotel, Newcastle-upon-Tyne 

Crry or Lonpow Coses lecture. 
P. G. Langdon-Davies on ‘Legal 
Aspects of Commercial Television.” 
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‘On-the-spot’ work 
for copywriters 


“Copy cannot be translated—it 
has to be re-written by a copy- 
writer who speaks the language of 
the country, H. Deschampneufs, 
of F. C., Pritchard, Wood & Part- 
ners, told the Incorporated Adver- 
tising Managers’ Association last 
week in a talk on problems of 
export advertising. 

He added that even in places 
speaking our language such as 
Australia, Canada and America, 
such on-the-spot re-writing was 
even more necessary. 

Advertising men should travel 
as widely as salesmen do. The 
salesman sees the distribution and 
agency problems, the advertising 
man has to study how to get the 
public to ask for the product. 


DUBLIN , 


| FLY . 
AER LINGUS 


IRISH AIR LINES 


% Ba: 


ie eR? “wager Lee 


This double royal poster for Aer 

Lingus is reproduced in eight colours 

for distribution in Ireland, Great 

Britain and Europe in 1955. It is 

the work of artist R. T. Cowern 

and was printed b Browne & Nolan 
Lid., Dublin. 


£4,400 raised by ball 


programme ads 


Programme of the Furniture 
Trades Benevolent Association's 
11th annual ball, held at Gros- 
venor House on Tuesday, con- 
tained nearly 88 pages of adver- 
tisements, to the value of nearly 
£4, The programme was 
organised, edited, and published 
by Leslie Lewis, editor of 
Furnishing World. 


BONFIRE BALL 


More than 500 guests—mostly 
designers, artists and students, 
wore fancy dress for the Society 
of Industrial Artists’ Designers 
Ball at the Royal Festival Hall 
on Guy Fawkes night. It is in- 
tended to become an annual 
event. 


Display convention 
The Display Convention 1954 was 
held in London, not Manchester as 
stated last week, 


3" Cee > ” Z F me os  ° oes! alee 7+ 
# . $ R me. : Bi ie fF: 

x ae ie 
" 
| _— . ; , wm A 
a © vin THE CALEY - re) ; 
& ; ° Mme Oe wt ee - : 

s 3 cor é 
* a e 4 
- & Aiagorensee wnat 7 ¢ 
eS q filled Shand e - 

i Ss cls ee = 2 9 i 

id | on? OF THE ONE AND Om ® BRUCE FARQUNAR = aged » 

~ ee tone ta DE a. ie? diemtnons Ae 9 . 
% ‘. 4 core A é 

* ie 
i : ey 
= 

4 a c 
\* an p, : 

x af . wily F . 

A ee ¢ 
e° ee 
ae th 
aR —— 
ie: i 
ee , : Pi + 

; ae . ts ge . 
= o - ae 

: eo Sy ~ P ~ . 
ys Pe hired ee ; 

i ; : : 7 < as } «€ ry as 

poe tS ¥ t a . ‘ . 

Ge , y ie 
re ‘ ‘ a i . ‘ - : 
Re 7 
: i 
| 
ia i 
x a wane nnn oo 
a 
o a ee 2 
ua SC . 
7 4 
.: oe " 
An av 
a Street. 6.30 p.m. _ 
os Braxs anp BucKs PupLicrTy Asso- 24 

L ciation meeting. A. J. Speakman 
5 on ‘Industrial Productivity." 

: Royal Hotel, Slough. 7.30 p.m. ‘ 
re . ' 
is ‘ Ri eee “ tS, © > oars Bey: ety ay ae jase 3 Re . ; ‘ 4 
o ; age: See ee ame: S ¥ ‘a eae eS AS es aS | eee Pie aes 
ee 3 Ps ‘near aie ee ee ee aan oe aa, ee ug a = 
coe BAS eh al ~ er ea ee SS << ao 2 aan — fa 


NovemsBer 11, 1954 


TRADE PRESS 
POLICY 


Trade journal readers are the 
most loyal, intense and responsive 
of all readers, Andrew Milne, 
director and general manager, 
Drapers’ Record and Men's Wear, 
claimed when he spoke to: the 
ladies’ section of the Buyers’ 
Association. 

No doubt the reason for that 
was, he said, because the editorial 

licy was directed to maintain- 
ing, developing, protecting and 
safeguarding the retail businesses 
in the trade with which the pub- 
lication was concerned. The 
trade press concerned itself only 
with business matters, and aimed 
for accuracy, authority and speed 
in presenting business news to its 
readers. It sought to keep the 
retail trade up to a high standard 
of efficiency, and tried to preserve 
an even keel between manufac- 
turer, wholesaler, and retailer. 


Course on PR’ 


To-night (Thursday) in Dublin 
R. A. Paget-Cooke, director of 
public relations, Foote, Cone and 
Belding Ltd., will give an ad- 
dress on “The . Instruments of 
Public Relations” at a PR course 
being organised in the city by the 
Dublin City Vocational Educa- 
tion Committee and the Public 
Relations Institute of Ireland. 

Mr. Cooke is chairman of the 
Council of the Institute of Public 
Relations in this country. 


Profits increase 


Net profit of the News of the 
World for the year ending June 
30, 1954, was £343,106 (as com- 
pared with £239,991). The final 
Ordinary dividend of 74 per cent, 
free of tax (same), makes a total 
of 174 per cent free of tax 
(same). 


Malcolm Archer, public relations 
officer, East Africa Railways & 
Harbours Administration, presented 
films showing recent developments 
in the reconstruction of the 
Mombasa and Mtwara harbeurs and 
the introduction of new locomotives 
and rolling stock to a selected group 
of guests at the London offices of 
Pritchard, Wood & Partners last 
week before fiying back to Nairobi. 
Pictured at the party which followed 
are (left to right), V. G. Matthews, 
East Africa High Commissioner in 
London, F. C. Pritchard, chairman, 
Pritchard, Wood & Partners, and 
Malcolm Archer. 
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Psychologists to bring new 
research techniques 


chologists will soon hold a 
ney eae in all the leading 
advertising agencies in this 
country. This will follow the 
introduction to this country of 
new techniques of investigation 
which will during the next few 
years “revolutionise methods of 
and advertising,” 
states Harry Henry, 
appointed director of research at 
a - Erickson Advertising 
This week “the + agency are 
advertising. for. a psychologist 
and an. assistant. Behind™ the 
announcement. is the formulation 
of a new market research) policy 
aimed to link 
the. creative 
and: research 
departments 
closer ‘to- 
gether. 

Mr. Henry 
outlined the 
growing im- 
portance of 
motivation 
research, not 
simply find- 

“ing out how 

many, people 
purchased a 
product, but why they did so. He 
said that the new techniques of 
research would enable an agency’s 
advertising policy to be matched 
to those motives which were likely 
to yield clients the greatest possible 
return. \They° could . determine 
what advertising - would 
best fit the nature of the product 
and the requirements of the people 
who used it. 


Uses for TV. 


Harry Henry 


He continued :. “In the new sec- 
tor of advertising which is open-, 


ing up—commercial television—- 
these techniques will be» used to 
discover not only how many 


ople are viewing a ‘commercial’ -~ 


ut also how they are reacting to 

it, so that the task of designing 
television advertising which, while 
entertaining in itself, fulfils its 
primary function of selling the 
goods in the most efficient way 
could be carried out with confi- 
dence.” 


As a result of a ballot for space 
in the Radio Component Show, 
to be held at Grosvenor House 
from April 19 to 21,: 1955, 131 
stands have now been allotted. 
Eleven more will be allotted 
shortly making a record total. 

Full title of the exhibition is 
the Twelfth Annual Private Ex- 
hibition of British Components, 
Valves and Test Gear for the 
Radio, Television, Electronic and 
Telecommunication Industries, It 
fo poker by the Radio and 

ectronic mponent Man 2 
turers’ Federation. ag 


Menry spoke of a recent survey 
in America as to why people 
drank spirits. 

_'Most people replied to the 
initial questionnaire that they 
drank, to be sociable. Asked the 


_same question after they had had 


a few drinks it was revealed that 
most of the heavy drinkers drank 
to. agcentuate their existing per- 
sonalities. 

Referring to the normal battle 
between the creative departments 
and research departments.be said 
that the answer would be-found 
in the’ integration of the new 
research ‘techniques with » every 
aspect of the creative side of 
advertising. 

He said: “The market research 
manager, the art director and the 
copy: chief, instead of being rivals, 
become ‘members of a creative 
team, with equal responsibility 
for the consideration of an adver- 
tising or ‘marketing problem, for 
the production of ideas, and for 
their incorporation into an adver- 
tising policy. 

“And the team is further 
strengthened by the inclusion 
of the’ marketing department, 
whose activities are an- essential 
part_of any'comprehensive’adver- 
tising campaign. _So_far,as'we at 
McCann-Erickson are .concerhed, 
the’ battle. between ‘creative’. and 
‘research’ has no further’ mean- 
ing.” ? 


No publicity for 
nationals unless. . 


A threat. by Glasgow news- 
agents to’ withdraw all publicity 
of national newspapers unless the 
practice “of “pre-midnight selling 
ceases in the city’ was made at 
a meeting of local newsagents. 

A_ resolution deploring . the 
practice, and asking publishers to 
conform with the agreement made 
20 years ago that no pre-midnight 
selling will take place, was 
by a large majority. 


Feature of the Standard Motor Co.'s 
stand at the Motor Show was this 
riewsboy chosen to “shout” the list 
of successes scored by the Trium 
R2 ‘in continental | trials, 
model, made of hard rubber, was 
made by Leon Goodman Displays, 
Lid., and their . associates. 


Agency’s fourth 
art show 


Paintings in oils and water 
colour, scraperboard and lino cut 
drawings, pottery and bas relief 
work are on show at Masius and 
Fergusson Ltd.'s Berkeley Square 

every evening this week. 

The exhibits are the spare-time 
work of members of the agency's 
staff. Most of the work has been 
contributed by the art department 
although other departments are 
also represented. 

» This.is the fourth exhibition of, 

this’ nature to be held ‘by the 
agency and the largest yet. Fifty- 
four items are on show, and for 
the first time there is a pottery 
section. 

Many of the exhibits are being 
offered for sale With prices rang- 
ing from 14 guineas for a drawi 
of a nude to 15 guineas for an o 
painting entitled “Flowers,” by 
G. A. Towers, the agency's art 
director. 


Good PROs are allies—not enemies— 
of advertising, says Murray Milne 


Reputable PROs are not the 
enemies of advertising but its 
allies. Many newspapers carry 
advertisements because of recom- 
mendations by PR firms. 

This was maintained by F. 
Murray Milne of F. J. Lyons Ltd. 
when he spoke to the British 
Sales Promotion Association last 
week. He said he deprecated the 
talk on the lines of public rela- 
tions v. advertising, of which 
there seemed to have been so 
much recently. : 

Discussing the part that public 
relations had to play in the sales 
plan, Mr. Milne emphasised that 
the foremost function of PR was 
to sell. 


“Many people in public rela- ” 


tions should get back to earth,” 
he said. “ t we want in 
public relations to-day is more 
salesmanship and less ‘soulsman- 


ship.’” 

Editorial publicity had its place 

in the public relations pro- 

me, but write-ups should not 

ve to be a strain to get. They 
should come naturally. 

The most important role a PR 
organisation in an overall 
sa plan was to recommend 
what steps should be taken and 
at what stage of the campaign. 

Mr. Milne spoke of the imoor- 
tance of stunts. “But it should be 
remembered that they must have 
relevance to the cam- 
paign,” he ‘ 
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Kirkby joins Masius 
& Fergusson board 


4. L. Kirkby, who has been with 
Masius and Fergusson Lid. since 
1936, has been appointed a director 
of the agency. He will be responsi- 
ble for the agency's TV, radio and 
film activities. 

Starting in advertising with Dor- 
lands in 1927, Mr. Wirkby later 
worked, as a copywriter with Basil 
Butler Co. Lid. and Lintas Ltd. 
He joined Masius and Fergusson as 
a copywriter but shortly afterwards 
was placed in charge of the agency's 
radio activities for which he was 
responsible until the war. After war 
service he was appciated an account 
executive and has worked on the 
Mars, Vacuum Oil, Brown and 
Polson, Dorothy Gray, Dip and 
Dispel accounts. 

* “ * 


Frank Ward will join the 
Lie International advertisement 
sales staff on Monday. Mr. Gough, 
who joined the advertisement staff 
of the late Daily Chronicle in 1927, 
transferred to the Daily Express 
in 1930 as financial advertising 
representative, and later was in 
charge of all financial advertising 
in both the Daily Express and the 
Sunday Express. After the war he 
served on the display advertisement 
staff of the Daily Express, and in 
April this year was appointed con- 
troller of financial advertising for 
Beaverbrook Newspapers. 

a + 7 


William G. Norways, who joined 
Gotdon and Gotch (Advertising) 
Lid., earlier this year as creative 
director, has resigned to form his 
own creative organisation. lt will 
supply finished art work and other 
services to smaller agencies. Before 
joining G. & G. Mr Norways spent 
six years on the creative side with 
Cc. J. Lytle (Advertising) Ltd. 


* * * 

D. Murray Woodman, formerly a 
circulation manager at the head- 
quarters of the British Council, has 
been appointed the London adver- 
tisement manager of The Times of 
India and associated publications. 
Before joining the Council he was 
assistant overseas manager of 
Kelly's Directories Ltd. During the 
war he served with the RAF as a 
squadron leader. 5 

* * + 

M. S. Meyer, previously manager 
of the Near-East and African divi- 
sion, and former manager of Good- 


Robb Holland has joined Chad- 
wick-Latz, Ltd., direct mail organ- 
isation, as sales director. For the 
past two years he has been a direc- 
tor of Simmons Postal Publicity 
Ltd., and before that was general 
manager of the Direct Mail Centre. 

* 

John ©. Hebditch has been 
appointed advertisement manager of 
Passenger Transport. We was for- 
merly on the advertisement staff of 
ee | Newspapers. He succeeds 
Alex. F. Moseley, who has left 
Passenger Transport to become 
regional manager with Brake 
Linings Ltd. 

* - * 

Donald Ross has been appointed 
general sales manager of Semtex 
Ltd. at the company’s London 
headquarters, Hendon. He was 17 
when he joined Dunlop and in 1947 
he was transferred to the Semtex 
company, as sales secretary and 
overseas manager, before becoming 
sales manager. 

Responsible directly to Mr. Ross 
is W. W. Weston, who has been 
appointed sales development officer. 


New agency director 


Leslie T. Salts has joined the 
board of Erwoods Ltd. For ten 
= he was managing director of 
is OWn agency operating in Liver- 
ool and Paris . T. Salts Ltd. 
uring the last five years he has 
travelled extensively in the USA 
and on the continent, studying 
advertising and publicity. 

-_ 7 - 


Sidney Flavell & Co., Ltd., have 
appointed as publicity manager, 

rthur Shaw, who will be respon- 
sible for the co-ordination of all) 
advertising matter, including public 
and press relations, for the Flavel 
group of companies. Before joining 
the company he was advertising and 
sales promotion manager for Dim- 
pa adiators Lid. He won the 

FC during his war service with the 
RAP. 


J. L. Kirkby 


Gee becomes Coal 
Board PR director 


The National Coal Board have 
appointed Noel Gee to be their 
director of public relations in suc- 
cession to Sir Gay Nott-Bower, who 
retired recently. Mr. Gee has 
hitherto been chief press officer of 
the Board. Before the war he ran 
his own art agency in Fleet Street, 
and in 1935, he joined Philip Gee 
Ltd., who carried out the public 
relations work of the Mining Asso- 
ciation of Great Britain and the 
Coal Utilisation Council. In 1946, 
he joined the public relations staff 
of the National Coal Board, and 
was later appointed chief press 
officer. He is 38 

* * * 

I. Luckin, London representative 
for Fairfield Publications, New 
York, has been visiting Dublin, 
where he had discussions with Coras 
Trachtala (Dollar Exports Board) 
and manufacturers interested in the 
American market. 

* * * 


Edward Kirkham, editor of Travel 
Trade Gazette, has been appointed 
a director of the company, Travel 
Trade Gazette Ltd. 

7 7: * 

D. H. Evans Ltd. have appointed 
Miss Sheila Hill as sales promotion 
manager Amess other duties she 
will be responsible for the organisa- 
tion of all editorial publicity. Miss 
Hill was recently with geared 
department of Bentalls, Kingston- 
on-Thames. 


@ Continued on page 423 


N. Gee 


Obituary 


Jaspar Power 


Copywriter Jaspar Power died last 
week, aged 50. Originally a jour- 
nalist on the Irish Times, he entered 
advertising as a junior copywriter 
with the J. Walter Thompson Co., 
Ltd., was for ten years with Graham 
& Gillies Lid., and then senior copy- 
writer at Charles F. Higham Ltd. 
Later he became group head at 
Mather & Crowther Ltd., and in 1952 
joined R. S, Caplin Ltd. as copy 
chief. 

He had been ill for a little over 
two months. He leaves a widow. 


Frank Roots 


Press officer of the Daily Mail 
Ideal Home Exhibition since 1938, 
Frank Roots died at his Cock- 
fosters home on Friday. He was 60. 

Mr. Roots joined the Manchester 
office of the Daily Mail in 1911, 
moving to the London editorial 
department in 1931. He had been 
with the exhibition department of 
Associated Newspapers since 1938 
except for the war years, durin 
which he reverted to editorial wor 
with the Daily Mail. He fell ill in 
January this year but returned to 
the office in June and prepared the 
catalogue for the Evening News 
Flower Show. 

He leaves a widow, son and two 
daughters. He has been succeeded 
in the exhibition department by Pat 
Murphy. 


K. G. Henderson 


Kenneth George Henderson, who 
died in Aberdeen last week, was a 
barrister and was legal adviser to 
Associated Newspapers Lid. from 
1912 to 1941, when he retired owing 
to ill-health. He was also a director 
of the firm. A cremation ceremony 
was held in Aberdeen on Novem- 
ber 4. He was 69. 


R. Greene 


The death has taken place in 
Dublin, at the age of 42, of Roger 
Greene, chairman of the Irish News 
Agency, a solicitor, and director of 
Arks Ltd. and a number of other 
companies. He first studied adver- 
tising with the J. Walter Thompson 
Co. in London, but ill-health caused 
his return to Ireland. 


year-India, has been appointed sales 
manager of Goodyear (Great 
Britain) in —— to A. S&S. 
Bishop, now promoted to managing 
director. A. it. Pendree, previously 
assistant general sales manager, 
becomes. general sales manager. 


(See Mainly Personal, page 416.) 


Seen at a recent Tokalon party to introduce the comgery’s new products 


and formulae are (left to right) mt Smith, of Notley Adver- 
tising Lid., A. E. , director ere of the international Tokalon 
organisation, and Cecil D. Notley. 
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A confession from 


J. Ww. Benson Ltd 


\. W. Benson Lad. 


TEEPE : PDE PORK 6122 & es? 
TEEGRAN OPONOGRAP mr LODO 


be meter 25, Old Bond Street, Lendon, W.1. 


RGw/MFE . 


20th. J “ 
F. Debdenham, Beq. anuary, 1954 


, 
“The Sunday Pictorial", 
Geraldine House, 
Fetter Lane, E.C.4. 


a 


a Dear Mr. Devenham, 


“ A recent examination of sdwertising results over the 
pest few years has brought to light several interesting facta, 
ene of which, 1 know, will be particularly gratifying to you. 


Let pe begin with « confession, the decision to advertise 
Benson watches im the “Sunday Pictorial” was taken hesitantly and 
with some misgivings, end at the time, there appesres to be goud 
reasons for these. 


Ri Ae you know, the Benson reputation has veen built up 
~in~ h low prices. 
nd quality has never gone band-in band wit 
<2 pont fat So chat although we might well receive a large nmumver 
a lications for catalogues, the relatively small nusver of Oréers 
ps parte * might actually result in our sustaining @ loses, for 
cosaleuned and literature are still very expere-ve to produce. 


: wr fear have preveé to ve 16 

Letely groundless ovr 
, moe le er our ezamination -f “eyes rewultes. Vor ow . 
0 we vin now, our advertisements in tue “Sunday Pictori«a _av 
past Leonel jpeg to Here k us @ large volume of en viries from which really 
Sunesaneil business has veen obtained, and at a cost whieh conpares 


very favourably with that of any Other newspsyper. 


If you fee) that there may ve there who underestimate 
the spending power of the "Sunday Pictorial” public, end you wish to 
place. thié information to practical use, »lesse do not hesitete to 


ao s0- 


Yours sincerely 
3.8. BENSO 
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Wool Fashion Festival planned 
by new trade publicity body 


‘BIGGEST-EVER’ CLOTHING CAMPAIGN 


The International Wool Secretariat have announced a new 
oject to promote the sale of wool. It is the Wool Fashion 
romotion Council, initiated by the British Mantle Manu- 
facturers’ Association and sponsored jointly by the trade and 


ON PEON, 
PL) ayy 


& Athans 

Ry Ms 

The hanging ticket symbol of the 
Wool Fash Pr Council, 
to be used exclusively by Council 


members. 


Improved service 


for advertisers 


“How British representatives 
of publications could improve 
their service to British advertis- 
ing agents and their clients” was 
the subject of an informal dis- 
cussion at a new type of luncheon 
meeting held by the London 
Association of British a 
Newspapers Overseas. A number 
of leading agencies and adver- 
tisers were represented. 


DPSPA membership 


The Display Producers and 
Screen Printers’ Association is 
now open to consider applica- 
tions for membership from over- 
seas companies in the trade, 


the International Wool Secretariat. 
ublic more clothes conscious and to create a 


‘or woollen coats and suits. 


The first scheme of the Wool 
Fashion Promotion Council will 
be the launching of a “Wool 
Fashion Festival,” a 14-day pro- 
motion in September, 1955. 

Described as the “most spec- 
tacular co-ordinated campaign 
ever Passes by any section of 
the clothing trade,” the festival 
will be featured in an intensive 
advertising campaign. Agents 
are Dorland Advertising Ltd. 

Large spaces in the national 
and provincial press, women’s 
magazines, suburban newspapers 

the trade press will be used, 
backed by an extensive poster 
campaign. Poster sites in large 
population centres  bus-front 
posters, tube cards and special 
posters for retailers’ vans will be 
used. 


at manufacturer of 
women’s and girls’ woollen coats 
and suits in Great Britain will be 
able to join the collective promo- 
tion scheme. Cost of member- 
ship during the first year will be 
9d. per £100 annual turnover. 
No member concern will be re- 
to pay more than £500. 
International Wool Secre- 
tariat will contribute £12,500 for 
the first year. 

As a "embed of the Wool 
Fashion Promotion Council a 
hanging ticket has been devised ; 
this will be available for the 
exclusive use of the Council's 
members. Advertisements will 


TV station to ev every city needed 


Roy Thomson, owner of news- 

pep rs in Britain and Canada, 
jeves that every reasonably- 

sized city should have its own 
television station, used oy 
for local communal afeire. I 
Canada television stations a. 
being put up in cities of 50,000 

ople, he told the Canadian 

lub of Glasgow recently. 

Mr. Thomson, who is chairman 
of Scotsman Publications Ltd.,and 
president of the Thomson Com- 
pany of Canada, was confident 
that, once people were used to 
television advertising, it would be- 
come a big factor in this country. 


He also maintained that the 
difference in size of newspapers 
between Britain and Canada was 
due not only to newsprint ration- 
ing but to the fact that competi- 
tion between stores was not so 
keen here as in Canada, where a 
terrific volume of advertising 
resulted, 

In some communities local 
papers achieved a circulation of 
as much as 107 copies in every 
100 homes, and this was in part 
due to advertising, which played 
as important a part as news in 
the sale of local newspapers. 


Object is to make the 
larger demand 


tell millions of readers “Look for 
this ticket on your new coat and 
suit.” 

One of the highlights of the 
Wool Fashion Festival will be a 
contest for the “Best Dressed 
Mother and Daughter,” for 
which £1,000 in prizes will be 
awarded. Wool Fashion Forums 
will be held in London, Glasgow, 
Manchester and Birmingham, 
attended by experts from the 
fashion world. They will give 
talks on latest fashion trends in 
wool coats and suits, and they 
will answer questions. 

A special retailer window dis- 
play contest has also been 
organised by the Council, with 
£200 in prizes for the best-dressed 
windows during the fortnight of 
the promotion. 


HERCULES OFFER 


During the Cycle Show at 
Earls Court, Opening this Satur- 
day, the Hercules Cycle Co. are 
to offer full facilities to 
journalists covering the show. 

Private telephones and type- 
writers will be available at the 
Hercules first-floor room. D. D. 
McLachlan, director of publicity, 
will be in attendance until the 
show closes on November 20. 
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‘Horror’ posters: 
No policy change 


£10,000 for Tea 
Council budget 


The Tea Council of Ireland, 
Ltd., formed for the promotion 
of tea sales in Ireland, is expected 
to have a budget of £10,000 for 
its first year of operation. Of 
this sum, £7,500 will be contri- 
buted by the Indian Central Tea 
Board, and the balance by the 
wholesale tea trade in Ireland. 

All the directors of the new 
organisation are tea merchants. 

A filmlet campaign for the 
Council has been booked for 
cinemas throughout Ireland 
through Cinema and General 
Publicity Ltd. 


BSPA anniversary 


The 2Ist anniversary dinner 
and dance of the British Sales 
Promotion Association takes 
place to-morrow (Friday) at the 
May Fair Hotel. 


Over 400 people attended a charity ball given by the “Wrexham Leader” 


last Friday. 


Included in the group above are the Deputy Mayor and 


Mayoress of Wrexham, Lady Williams Wynn, D. Cecil Morgan, princi 


of the Denbighshire Technical College 


Eric. Thomas, managing director w 
of the paper, and Mrs. Thomas, R. 
and 


pal 
Wrexham, where the ball was held, 


oodalls Newspapers “7 ~~ ietors 
S. Holway, a director, and M olway,. 


A. Selwyn Mattox, commercial and advertisement oe of t 
group. The ball was in aid of the Cancer Research Fund and the NSPCC. 


A single 
insertion 
in the 
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Women who shop... 
* 


for more than a million households receive much of their 


guidance from THE DAILY TELEGRAPH ... in trends 


from its domestic and fashion features . . . in actual 


selection from the announcements of its advertisers. 


* The majority of these households are in the higher-income 
groups, and Daily Telegraph advertisers therefore benefit 
from the larger purchasing capacity. 


Che Daily Telegraph 


THE PAPER PEOPLE TRUST 


~ 
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Curzon Enterprises Lid. have pro- 

duced two_new wire dispensers for 

Dip and Dispel. Each siand—the 

Dip dispenser is shown above 

holds six bottles, with a display card 
fixed in position above. 


Glue dispenser 
for agency work 


A fountain pen which dis- 
penses glue is being marketed by 
the London firm of Quickbinde 
Ltd,, makers of binders for books 
and magazines. 

It is called the Poppet and is 
designed for use in lay-out 
departments of advertising 
agencies, art and photographic 
studios, It can also be used in 
place of paper clips for filing 
purposes, 

It sells at 6s. 9d, and bottles 
of the glue—rubber adhesive 
are being sold at 2s. 6d. They 
contain sufficient for ten refills. 

Gold-engraved Poppets are 
being made available for Christ- 
mas presents. 
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Britain’s ‘Fifth Wall’ wins | The conscience | 
place in world advertising 


Orders running into seven figures are reported throughout 
the world for the British-developed mobile advertising device. 


Following the extensive use of 
mobiles in Britain, they are now 
appearing to an increasing extent 
in overseas markets. They are 
earning dollars, too. 

The Americans quickly recog- 
nised the possibilities represented 
by mobiles which they have 
christened “the Fifth Wall.” 
Counter and window space for 
showcard material is, if anything, 
a greater problem in the United 
States than it is here, and the use 
of air space for display material 
is a factor which has made an 
immediate appeal to American 
national advertisers. 


Continental market 

Sales of British-made mobiles 
look like topping figures for the 
British market for the whole of 
last year. 

The Miles Griffin Co., with 
their flat-sheet method of produc- 
ing Rotairs, claim to have entered 
advertising markets on the Con- 
tinent and throughout the Com- 
monwealth in an equally spec- 
tacular fashion. In Scandinavia 
orders have been placed for over 
200,000 within a few months of 
licensing. 

It is in Germany, however, that 
the medium is said to have been 
taken up with the greatest enthu- 
siasm. Half a million have been 
ordered in six months. 

Are mobiles a novelty or have 
they come to stay? 

Geoffrey Rossiter, managing 
director, Miles Griffin Co., says: 


Moves to limit US beer and wine 
radio, TV advertising 


Moves are afoot in the United 
States to compel the beer and 
wine trade to limit its advertising 
on the air, particularly on tele- 
vision, 

The Legislative News Bulletin 
of the Advertising Federation of 
America reports that a Govern- 
ment committee has asked broad- 
casters to report by January 1, 
1955, what they are doing to im- 
prove the situation with respect 
to self-regulation of such adver- 
tising. 

The committee feels that “the 
efforts of the broadcasting 
industry . . . have not been as 
successful as the committee might 
justifiably have expected,” it 
states. It also suggested that 
“consideration could profitably 
be given by the beer ae wine in- 


oa 


dustry to the possibility of 
eliminating or curtailing their 
advertising over radio and tele- 
vision,” 

The committee is seeking 
information from the Federal 
Communications Commission, the 
beer, wine and broadcasting 
industries, and their trade asso- 
ciations, on the dollar volume of 
liquor advertising in relation to 
other advertising, its kind and 
extent, and the broadcast time 
used. 

Comments the AFA’s Bulletin: 
“The wine and beer industries 
might well consider very carefully 
the amount and kind of advertis- 
ing they do, particularly on the 
air, lest they be forbidden to do 
any. They are on dangerous 
ground.” 


CORSETR 


A Rotair produced for advertising 

aggi soups in France. 
“Every advertising poster and 
every piece of copywriting must 
be novel to be worthwhile, Every 
Rotair we produce must be novel, 
but to suggest that they are a 
novelty in the sense that they are 
a passing phase is as wide off the 
mark as to suggest that posters 
are novelties.” 


1954 production 
census planned 


With the exception of certain 
industries, a full census of pro- 
duction will be taken next year 
in respect of 1954, the Board of 
Trade has announced. 

This. follows a recent recom- 
mendation in a White Paper to the 
Board by the Committee of Pro- 
duction and Distribution that full 
censuses should be taken every 
three years, with sample censuses 
or surveys of production § in 
between. 

The committee have also 
recommended that @ sample 
survey of distribution and other 
services should be taken for 1956, 
and the next main census of dis- 
tribution should be planned for 
1960. 

The censuses and sample 
surveys will be used to provide 
information needed annually for 
the Government's estimates of 
national income and expenditure. 


IPA MEMBER 
ATA Advertising Lid., London, 
have been admitted by the Insti- 
tute of Practitioners in Advertis- 
ing as registered practitioners. 


Apply for particulars to Advertisement Manager, Phoenix Building, Berridge Street, Leicester, or 47 Hertford Street, Mayfair, London, W.I. 


of advertising 


The conscience of the adver- 
tising industry is the public’s best 
safeguard. ? 

This is how George Dodson- 
Wells, commercial advertisement 
officer, British Transport Com- 
mission, and vice-chairman, 
Church Information Board 
Executive, answers the question, 
“Do advertisers have a 
conscience?” in an article in the 
Church of England Newspaper. 
He writes: 

“The use of media to apply 
well-tried psychological prin- 
ciples with the direct object of 
promoting sales, making an- 
nouncements or furthering some 
cause is legitimate practice— 
provided it be made in con- 
formity with certain’ well- 
defined standards of behaviour 
laid down by the various 
associations representative of 
different advertising media, for 
example, the Advertising Asso- 
ciation with its Advertisement 
Investigation Department; the 
Joint Censorship Committee of 
the outdoor billposting con- 
tractors and comparable com- 
mittees of the Newspaper Pro- 
prietors’ Association and the 
Newspaper Society. 

“Most advertising in Britain 
nowadays is planned, evolved 
and placed through advertising 
agents. The majority of adver- 
tising agencies are led by men 
outstanding for their sense of 
responsibility to the community. 
Many are leaders of one or other 
denomination of the Christian 
Church ; are hard-working 
figures in Parliament, in local 
government and a whole host of 
bodies contributing to the public 
weal.” 


STICKERS BOOM 


Six-figure orders from national 
advertisers are reported by Zell- 
Em Ltd. for their self-adhesive 
window stickers, which they 
have been manufacturing under 
patent since 1949. 

Total number produced so far 
is nearly three million. Large 
quantities have been ordered in 
two or three languages, for use 
in export advertising. 


. 7 

Dublin agency's move 

O’Kennedy -\Brindley, Ltd., 
moved during lest week-end from 
their O'Connell Street, Dublin, 
premises to new headquarters at 
64-65, Lower Gardiner Street. 
The new address is two moder- 
nised Georgian houses which 
have been made intercommuni- 
cating on all floor levels. 


Tel.: HYD 7557/8 
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"COOKERY BOOKLETS 4 


These booklets, the sale of which runs into hundreds of thousands a year, have Home Laundry 
a very long life. Their direct specialized approach makes them invaluable as Cake Recipes 
; International Kitchen 
media for advertisers whose products are relevant to the titles concerned. The al 
uniform page size of the series (9}” x 74”) allows a considerable saving in pro- Continental Cooking 
duction costs if space is taken in two or more booklets. The rates are: {100 per 100 Meat Recipes 
. , Cooking for One 
page monochrome, £150 per page full colour. Only full-page bookings are Cie Risclpee 
accepted. Invalid Cookery 
High Teas and Snack Meals 
M:- 
SEND FOR A SPECIMEN BOOKLET FRO ars, 
Olive A. Bird, Advertisement Manager, Wedding and Birthday Cakes 
Good Housekeeping, 28/30 Grosvenor Gardens, London, S.W.1. SLOane 4591 


PUBLISHED BY : THE NATIONAL MAGAZINE CO, LTD., 
PUBLISHERS OF GOOD HOUSEKEEPING, HARPER'S BAZAAR, VANITY FAIR, HOUSE BEAUTIFUL, 
SHE, THE CONNOISSEUR. PROPRIETORS OF THE GOOD HOUSEKEEPING INSTITUTE 
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COMMENT 


MARKETING 
MUDDLES 


ments: “There's no need to 


: 
, 
‘| 


trade, when they become big 
enough, are eager to advertise 
nationally, larly if they 
have a brand name or are 

a new line. But 
one of the troubles is that some 
makers advertise too quickly. 
Imagine the feel of the 


average man when he asks at 
his favourite outfitter’s for an 
advertised item and is told, 
‘Sorry, we do not sell them.’” 


A Control of Advertisement 
Regulation case in the London 
Borough of Marylebone illus- 
trates once again the stupid 
lengths to which planners will 
go to enforce their rules, 

The Council has been upheld by 
the Minister of Housing and 
Local Government in its con- 
tention that two advertisements 
in red fluorescent tubing IN- 
SIDE an hotel fall within the 
scope of the Regulations, 

The advertisements have been 
banned under the challenge 
procedure, on the groands that 
they can be seen from outside 


Pubs will have 
to put ap blackout next. 
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Talking Points 
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Who is busy writing copy to please 


Copytaster ? 


C OPYWRITERS are fre- 

quently accused of writ- 
ing for the agency chief or for 
the client rather than the 
potential consumer. Occa- 
sionally they admit to writing 
just for fun—or even simply 
to sell ! 


Latest assault on the men who 
write the “long bits” in display 
ads is quite remarkable, however. 
It has been launched by F. O. 
Winter. a director of the Norvic 
Shoe Co, 

Airing “a pet theory,” he told 
the Publicity Club of Norwich 
and Norfolk: 

“I look through Apvertiser’s 
WEEKLY and see advertise- 
ments which look perfectly all 
right being torn to bits, or 
flattered because they are con- 
sidered to be just the job. I can- 
not help feeling that a lot of 
advertising people do view the 
matter of the production of their 
advertisements rather with an eye 
on the rest of their profession.” 

Mr. Winter referred to an 
advertisement in the “Weekly” 
for an advertising man who was 
not the “arty type” and saying 
“we choose our creative staff for 
their ability to produce _ selling 
advertisements.” 

“It rather looks to me, when 
an advertising house can adver- 
tise like that, there must be an 
awful lot of aaa who don't do 
that,” he said. 

Mr. Winter is right when he 
says “the primary function of 
every advertisement is to catch 
the eye of the man and woman in 
the street.” 

But he is wrong if his —. 
tion is that our critic like 
pretty-pretty, ad man’s copy. 
Copytaster has the hard-selling 
outlook, 


HO should decide what 
products a firm is to make. 

The production manager ? 

Not on your life, say the Incor- 
porated Society of Sales Mana- 
gers... the day must come when 
the production men make those 
products which the salesmen 
think will sell. 

Ambitious thinking by am- 
bitious men. The Society's target 
is 20,000 members who would 
make it “a power in the land.” 


Three products, three packs ... but how many labels? Wilkinson's Mixed 


Pastilles are made in Pontefract and sold in the Far East. 
products are made on the spot overseas, say advertising 


The other 
ents Nevin D. 


Hirst Lid., who also comment that imitation is the sincerest form of flattery. 


JUST SUPPOSE... 


HE Newspaper Society sends 
out a little bulletin from 
time to time. Proprietors no 
doubt welcome it as a link with 
“head office” and an exchange 
and mart of ideas. Whether their 
space salesmen welcome it with 
the same enthusiasm is doubtful. 
The latest issue starts: “Pick 
up a local newspaper to-day— 
any local newspaper—and it is 
quite plain that the task of sell- 
ing advertising space is no uphill 
struggle.” 

There follows an outline of the 
publishing prosperities stemming 
from boom conditions in an ex- 
panding economy. 

Then the horrible questions: 
“Suppose that, quite quickly, 


you have to start selling hard 
to fill your advertisement 
columns. Are there men and 
women who know this job? Are 
there new ideas? Is there good 
and modern organisation? Above 
all, is there an attitude of mind 
which can make salesmanship 
the key attribute of successful 
advertisement management?” 
Well. . .? 


TRADE paper insert adver- 
tising Lindsay Maid child- 
ren’s wear carries the assertion: 
“You will be asked for them! 
Televised by British Broadcasting 
Corporation from London.” 
It’s quite a medium, this non- 
commercial TV! 


TO-MORROW'S TOPICS 


@ Danish cheesemakers are to 
extend their publicity in 
Britain in a bid to gain a firmer 
foothold in the cheese market. 
Press advertising will be 
backed up by sampling shows. 


@While foreign cheesemakers 
are assailing the British market, 
plans are being made in Scot- 
land to popularise Dunlop 
cheese in England and overseas. 
Campaigns will be run in 
Canada and the United States. 


@ British textile manufacturers 
are considering what action 
can be taken to combat the 
latest menace from the Far 
East—the copying of advertise- 
ments as well as products. 


@Since Ireland started tourist 
advertising in the United States 
in 1952 there has been a 25 per 


cent increase in American 
visitors. The campaign will be 
stepped up following _ this 
success. 


© A new tea will be test marketed 
in the provinces during the 


®@ Formation of a new PR organ- 
isation in this country with 
American backing will be 
announced shortly. 


® Record number of big account 
changes will be announced 
before the end of the year. 


ROUND TABLE 


A VALUABLE TIP TO 


ALBERT MILHADO & CO. LTD, 


ADVERTISING AGENCIES........ 
You get maximum commission through 


140 CROMWELL ROAD 


LONDON, $.W.7 


THE EXPE MI LHADO’S 


Telephone: 


FREMANTLE 8592/3 
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SUNDAY TIMES 


The average certified weekly net sale 
of the Sunday Times for the month of 
October was 


602,053 


This is the highest figure in the history 

of the Sunday Times, and, indeed, the 

highest ever recorded by any Sunday 
newspaper in its class | 


ALAN MOOREHEAD on 80 YEARS OF CHURCHILL 


A leading factor in the sales development of the Sunday Times has been the publication in recent 

months of many notable series by distinguished writers. Now the Sunday Times has commissioned 

Alan Moorehead to write a special biography of the Prime Minister, to mark his 80th birthday. Moore- 

head's brilliant study “ Churchill—Man of Crisis” is considered by experts to be “ his finest job!” 
Its publication in the SUNDAY TIMES is arousing widespread interest and comment. 
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Review of Advertising 


Those little white 


ROM a single issue of a 
weekly magazine | have 
advertisements for two deter- 
gents made by the same com- 
pany. 

“AB whites are whiter than 
any other powder has ever given 
you. Only AB can give you 
whiteness like this . . . sparkling. 
dazzling whiteness—-whitest of 
all—brightest of all! AB boils 
whitest of all |” 

“XY whiteness is staggering ! 
Nothing else boils so clean as 
XY. Nothing else gives that 
shimmering whiteness!... XY 
washes whites whiter than other 
products boil them. XY washes 
cleanest,” 


Kick in pen 


This is all very powerful and 
punchy, | am told, and copy- 
writers with this kind of kick in 
their pens are as scarce as cats 
at a dog show. That may well 
be so, and | am certainly not 
going into mourning about it, for 
such copy puts our trade in 
deadly peril. 


By our works we are judged 
and here we see two advertise- 
ments from the same stable 
giving each other the lie direct 
the white lie of course—and 
only one of them can be even 
approximately true: “Nothing 
else “bat XY’ gives that shim- 
mering whiteness.” “Only AB 
gives you whiteness like 
this—whitest of all.” 


lies 


By COPYTASTER 


If, one of these days, we have 
something akin to the Federal 
Trade Commission telling adver- 
tisers to cease and desist from 
publishing various selling points 
our thanks will be due to just 
such fairground barking as we 
see here and, perhaps to indi- 
vidual publications and watch 
committees that fire 16-inch 
broadsides at little users of bar- 
gain spaces but either turn the 
blandest of blind eyes when any 
really big advertiser is involved. 
or, at best, turn the whole ques- 
tion over to a sub-committee that 
seldom meets and never reports 
until the tumult and the shouting 
have not only died but been long 
forgotten. 

There is a belief, by the way, 
that ae and magazines 
frown heavily on anything that 
suggests knocking copy in their 
advertisements. Certainly one 
group of newspapers has been 
very stern indeed about it; and 
didn’t | read the other day that 
The Times refused an excellent 
advertisement for batteries be- 
cause it faintly knocked at other 
makes ? The women’s magazines 
are not so squeamish, it seems, 
for under the heading of “More 
facts” in the XY copy their 
readers are told that “XY is safer 
for fabrics than any washing 
powder made _ specially for 
the boil. Yes! Safer! No 
soap-powder you can use—not 


Boil the New way-the proved blue way! 


Blue DAZ boils 
WHITEST of all! 


A bold and bril- 
liant use of colour 
is making this kind 
of advertisement 
very powerful 
without the  ugli- 
ness that usually 
seems inseparable 
from this type of 
shouting copy. 
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The layouts of this 
kind of advertise- 
ment, in Copy- 
taster’ s opinion, 
are extraordinarily 
effective. 


FACTS 2232S 
TIDE WASHES © 
CLEANEST 
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one—is so kind to fabrics as XY.” 

The saddest thing of all about 
these advertisements is that their 
layouts and artwork, and particu- 
larly their bold and brilliant use 
of colour, are extraordinarily 
powerful and effective, without 
the ugliness that usually seems 
inseparable from this kind of 
shouting copy. 


. . o 


IN A recent Picture Post there 
was a most interesting advertise- 
ment for Chance’s called “Con- 
vivial glass” with a wash drawing 
of a glass pub—the kind of place 
that the regulars at my local 
would run a mile to avoid on the 
general principle that people who 
drink in glasshouses mustn't 
throw darts. 

Chance’s had the imagination 
and thoroughness to employ an 
architect to design this crystal 
palace, and if you come across 
the advertisement you will be 
staggered by the amount of glass 
he suggests using and the pur- 
poses to which he puts it. The 
last paragraph reads : 

“The whole of the front, two 
ceilings and many fittings—why 
was glass used for these’? Be- 
cause at a very economical 
price, glass can be chosen from 
an immense variety of colours, 
textures, patterns and strengths. 
Because it can look very beau- 
tiful and warm and gay, Be- 
cause it can allow light—in any 
degree—to come through. Be- 
cause it is clean and fresh. It's 
a splendid building material . . . 
glass.” 

Now I am sure that this adver 
tisement is not expected to lead 
to the building of many glass 
pubs. It must surely be meant to 
sell glass for use in homes and 
perhaps offices and shops. So 
why show a pub? 

Perhaps Chance’s realised that 
no picture of a private house or 
flat extensively fitted with glass 
could ever excite the envy and 


admiration of more than a 
minority of readers. Few people's 
imagination is lively enough to 
picture their own homes so exten- 
sively tramsmogrified, and the 
majority would therefore feel no 
great inclination to read the copy. 
But pubs are different. One goes 


@ Continued[on page 370 
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Smedley 


CANS QUALITY 
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a ee 


Here is a good idea which has 
disappointing copy. 
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“ ? Z o 
MOTORISTS ) 
| READY BUYERS of cigarettes, clothing 
| 


toilet goods, sports equipment and every 


masculine requirement 


Motorists and motor cyclists are amongst the most progressive members of 
the community, with money to spend on 101 things besides their hobby. 
4 The advertisement pages of The Autocar and THe Motor Cycle — the 
pre-eminent journals in these fields — reach them economically and with- 


ee ee 


out wastage. With their nation-wide coverage of enthusiastic readers, 

are you exceptionally long life (copies are passed from hand to hand in clubs, 

3 exploiting etc.), and low rate-per-page-per-1,000, these journals are complete sales 

media for every masculine requirement from shoes to shaving cream, 

fr this profitable from books to berets. A trial will prove their pulling power. 
5 market? Reach Contact the Advertisement Managers Topay ! 


it through these predominant journals 


(12). PER PAGE PER 1000 


Peat 4 


WATERLOO 3333 (60 lines) 
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© REVIEW OF ADVERTISING —continuea 


into them for a change, and a 
completely new kind of pub 
would be an even greater change, 
so let us read the wording and 
see what it’s all about. 

Let us hope that it worked out 
like that, anyhow, an advertiser 
who takes so much trouble to 
make a really new kind of adver- 
tisement deserves the good wishes 
of us all. 

* >» 7 

SomMEBopy HAS bribed me with 
a box of sweets to praise this 
advertisement for Meltis Savoys. 
It was a very dangerous thing to 


feve at 
firet bite 


“ SAVOYS: 


Bedi be 100 Week ess 67 Coe Biiey Frese 
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The interpretation of the headline 


do, for my proud rebellious 
spirit prompts me to damn the 
advertisement out of hand. But 
in its true colours it is so attrac 
tive and appetising that I have 
swallowed the insult, and I am 
prepared to say that the 
visualiser’s interpretation of the 
headline is delightful. The phrase, 
“love at first bite,” is not a new 
one, by the way, but as far as I 
know, it has always been hidden 
in a bushel of copy. 

My only real misgiving about 
this advertisement is that the foot 
of it seems very colourless and 
spotty. Is the small box at the 
bottom tilted in the wrong direc- 
tion or is the excessive ietter- 
spacing chiefly to blame? This 
is a question for layout men to 
answer, but I would have been 
tempted to cut out everything 
below the name-block and get the 
word “Savoys” into a big head- 
line at the top. 

With a new product it is im- 
portant to get the name early and 
often into people's minds. Never 
forget, also, that “New” is one 
of the most powerful words in 
the copywriter’s vocabulary—and 
it is a Peter Pan among advertis- 
ing words, never growing old or 
stale in its effect on readership. 


« * * 


SMEDLEY THE canner has a 
good idea with his scheme of 
“Smedley talks to to-morrow’s 


Copytaster has 
noticed this adver- 
tisement which 
depicts a_ glass 
public house. It is 
the kind of estab- 
lishment, he thinks, 
from which those 
would run who 
believe that people 
who drink in glass- 
houses must not 
throw darts. 


Cee ete eG oh ee ck pte tee ee Cor ce 
he ee 


Ct ant mem emg thy wm gem 
[Soe Renee sy Sm Bt lam owe oe cm Ses 


ee 
Se ee ne at ne Mey ee et NA oe ce al any 


rv nw BLASS. 


TERS eee CONE ORES WweTEmeE AOOOF FEET mT rmeTs wownne sw 


appointing. The only construc- this use of the word “quality,” 
tive advice is that : the copy simply begs the ques- 
“Canned food calls for some tion. Couldn't the copywriter 
a oe » * gumedtins dig up even one little specific fact 
Garden Peas, isn't it? You ~#St Ome concrete reason why 
pay the same and it's just as to-morrow's cooks should say 
quick, but you buy real quality Smedieys” ? Aren't their foods 
—and that's what counts with even cooked in a_ pressure 
a hungry husband!” cooker? Couldn’t they say, 
Quite apart from setting any perhaps, that these garden peas 


With acknowledgments to Remington Rand Ltd. 


It is at the point of 
sale —within the sound of 
the cash register, 

where the most powerful 
sales persuasion is 
imperative. 

Whatever the product, 
Priestley Displays 
complete the selling 
cycle. 


@Priestleys 


Commercial Rd., Glo’ster 22281-4- 9 Buckingham St., W.C.2, TRA 4277-8 - Birmingham CEN 194! - Manchester - Cardiff 
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Reaching the men of money! 


A.B.C. Certified Net Sale of INVESTORS’ CHRONICLE 


19,506 a week, January to June 1954 


over twice the sale of any other financial weekly 


The Investors’ Chronicle can take your advertising direct to the biggest-spending and 
most influential men — average weekly net sale more than 21,000 in August —at a 
cost of only £60 a page (display rate). 

_A readership survey* shows that this ably-edited journal is read and studied every 
week by the men at the top. A full 71 per cent of readers hold key positions 
throughout industry and finance. Many of them are responsible for the purchase of 
equipment and raw materials. 


a seven-day life 


- 


As the leading financial weekly, the Investors’ Chronicle is consulted and referred to 
every day of the week and then usually filed for reference. It offers the 

richest of markets for a variety of consumer goods as well as for business and 
industrial equipment. 


* Conducted by Research Services Ltd. in London and S.E. England 


YOU ARE INVITED TO WRITE OR TELEPHONE GEORGE BULLOCK, THE ADVERTISEMENT DIRECTOR, 9OR FULL INFORMATION 


INVESTORS’ CHRONICLE 


The Investment Weekly with the largest circulation and the longest record of sound opinion. 


GROCERS’ HALL COURT’ LONDON + BC2 * MONARCH 868353 
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Advertising Case History—62 


That the Scotch House in London is now filled with 


over, this successful achievement is regarded as only the 
long-range advertising campaign. 


HE YEAR that Curtis 

Wright, of the famous 
Wright brothers, won the aero- 
lane speed race at the aston- 
ishing pace of 47 miles an 
hour and Lloyd George had 
successfully launched the 
social reform policy, a corner 
in Knightsbridge, London, was 
destined to become famous as 
the site of the Scotch House. 


chiefly represented the genteel 
classes resident in Kensington 
and Knightsbridge. 

In those golden days of the 
Edwardian era business relied 
upon quality and recommenda- 
tion. this basis, the qualit 
of the goods sold was so hi 
that business at the Scotch 
House flourished and prestige 
grew despite the fact that little 
or no advertising was done. And 
so, down the years, the Scotch 


In 1909 the company was House maintained a steady trade 
formed as a retail business suffering, however, the usual 
y orroggre in Scottish highland doldrums during the two great 
ress and general men's and wars owing to restrictions and 
boys’ clothing. At that time shortage of labour. 


business was a passing trade, 
the customers taking the Scotch 
House in their stride when they 
went shopping. The clients 


Special 
Press Facilities 


With the easing of supplies in 
1949 the Scotch House faced a 
ne and highly competitive 
world. Up to that time they had 


How Scotland was established 
in the heart of London 


bustle of booming trade is regarded as a direct tribute to a far-sighted 
management and the power of carefully thought out advertising. More- 


the hustle and 


beginning of a 


This full page 
advertisement 
appeared in the 
“London Weekly 
Diary of Social 
Events.” Copy 
stresses the fact 
that upwards of 
200 authentic 
tartan cloths are 
held in stock. 


catered chiefly to Scotsmen in 
London and the home counties. 
This had its severe limita- 
tions. So, they decided that 
they should embark on a con- 
sistent adv policy for 
the first time in history. 


Careful market research 


The managing director, A. 
Todd, had the courage to deter- 
mine to break with tradition and 
consulted an advertising agent 
about future development. After 
careful investigation into market 
outlets Mr. Todd and his agents, 
Reid Walker Advertising, agreed 
on a long-term policy. wing 
to the scattered world-wide 
interest in Scottish clothing and 
accessories, they decided to start 
by appealing to the overseas 
tourist trade by advertising in 
such media as Coming Events, 


Private telephones, typewriters 

and desks are available to all 

journalists covering any aspect of 
the Cycle Show at the 


HERCULES CYCLES OFFICE 018 
Ist FLOOR, EARLS COURT 


(Ask for Mr. D. D. McLachlan, 
The Director of Publicity) 


GYGLE SHOW - EARLS GOURT 


NOVEMBER 13-20 


| Ride high and Handeome , 


IN CLOTHES FROM THE SCOTCH HOUSE 


Here, at the Scotch Howse in Krugtitstr dae 
we ve 6 oe heparin ‘ : 
aft ence lier m of . YOUN ate 
hd ake bre b rs, Boor 

ane) all the pecworn a Sonh Hous 
Riding & ia tt Ag -~ and 
cow st 


you are unatic tv ho Pervnaily plows 


write for o 


THE 


HOUSE 


A MIGHTSEMOGE LONDON, EW 


™ scorer Oe 


KNIGHTSBRIDGE, LONDON, 


j 
ta SCOTLAND IN THE HEART OF LONDON 


Clipper. Travel. Ocean Press, 
Ocean Times and other publica- 
tions appealing to visitors from 
overseas. 

At the Scotch House, however, 
certain changes had to be made 
before this scheme could take 


place. First, certain stock 
changes were required. Besides 
displaying the usual Highland 


dress outfit, other lines had to be 
introduced which would appeal 
to dollar tourists from America, 
Canada and other countries. A 
host of authentic Scottish wear 
and gift novelties—tartan dressing 
gowns, jackets, shirts, ties, 
scarves, umbrellas, handbags, 
travelling rugs were introduced. 

A new knitwear department 
was set up and stocked with the 
finest Scottish lambs wool and 
cashmere fully fashioned gar- 


@ Continued on page 374 


This advertisement 
“Riding.” 


was placed in 
At the Scotch House the riding kit department has been 
virtually built up by advertising. 
consisted of a few odd lines, and although advertising has been con- 
ducted only in specialised media, the effect has been remarkable. 


“Pony,” “Light Horse,” and 


In the beginning the department 
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ACGME sien 


OF ENFIELD 


Whenever you feel like saying‘ That’s a good sign!” 
— well, the chances are that it was made by Acme. 


You always see an Acme sign because it is 
distinctive — by every standard: design, work- 
manship, colour and finish. 


Almost all the well-known names appear sooner 
or later on Acme signs. Why not join them now? 


ACME SHOWCARD AND SIGN COMPANY LIMITED IN 
a 


Showrooms: 9 SOUTH MOLTON STREET +: LONDON W 1: Telephone: GROsvenor 7458 
Head Office & Works: Paragon Works - Enfield - Middlesex - Telephone: HOWard 1651 
Showrooms also at Crown Buildings * James Watt Street - Birmingham 4 - Telephone: Central 2325 
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* SCOTLAND IN LONDON—continued 


ments for men, women and 
children. A ladies’ department 
was formed which displayed 
tartan skirts, kilts, jackets and 
coats, ready-to-wear or made-to- 
measure. Last, but by no means 
least, a special export department 
had to be set up to dispatch tax- 
free parcels direct to ships return- 
ing home outward bound with 
the tourists. 


Cost imposed limit 


All this had to take place 
before the advertising campaign 
was launched. 

The cost involved in making 
these changes forced a limit to 
the advertising allocation but the 
transformation that had taken 
place made the Scotch House a 
treasure store of new and excit- 
ing Scottish merchandise. The 
agency executive. on his first 
visit after renovations, exclaimed 
“It's like Scotland in the heart 
of London.” 


round the world in colourful 

advertisements, booklets and 

brochures that bring many 

thousands of tourists to the 

Scotch House every year, and 

an increasing volume of postal 
les. 


sa 

While these changes were going 
forward careful attention had to 
be given to maintaining the dig- 
nity of the establishment. 

The type of merchandise sold 


had. as always, to be of the best 
possible quality and the adver- 
tising had to be strong and 
appealing without losing the 
character and prestige that the 
Scotch House had built up over 
the years. For the first year the 
advertising campaign brought 
immediate results and, as the 
turnover increased, Mr. Todd 
increased his advertising appro- 
— realising the vital rdle 

t was playing in making his store 
one of the 
colourful 
Europe, 

For the past three years the 
Scotch House have been using 
whole page, full colour advertise- 
ments with remarkable effect and 
although their advertising ex- 
penditure does not yet compare 
with the larger London stores 
appealing to the mass market—it 
is so forceful that almost every 
tourist visiting London must get 
to know of the establishment. 


Home market fastened 


Although the bulk of the busi- 
ness now done by the Scotch 
House is with the tourist trade, 
the home market has certainly 
not been neglected. 

Between every autumn and 
Christmas there is a_ special 
advertising campaign in which 
class women’s publications are! 
used. With their unique selection 


most famous and 
establishments in 


of over 200 authentic tartans 


- 
SOTLAMO OH THE mEamT OF \ONOON 


This advertisement, 

the personal export department, 

appeals to those with the “merest 

trickle of good old Scotch blood 
in their veins.” 


supporting 


(there are over 500 different clan 
colours), which are sold by the 
yard, the Scotch House people 
ave steadily consolidated their 
home trade which increases year 
by year. Tartan skirts, Scottish 
knitwear and, of course, the 
many delightful Scottish gift 
novelties make the store an ideal 
hunting ground for Christmas gift 
shoppers. 

A department which has 
virtually been built up by 
advertising is the Scotch House 
riding kit department. This 


Here. J 


in London... 


Corts ee as Bins Whaat OF LON Pes 


In full colour this item appeared 

as a full page in “Clipper Travel.” 

Authentic tartan colours were 
used. 


has grown from a few odd 
lines to a flourishing depart- 
ment, on the most modest 
— ~ in = specialised 


That the Scotch House is now 
filled with the hustle and bustle 
of booming trade is a direct 
tribute to a far-sighted manage- 
ment and the power of carefully 
thought out advertising. More- 
over, the feeling of the manage- 
ment and advertising agency is 
that this is not the conclusion of 
the story: just the beginning. 


Particulars from Publisher 


SLEEP 


33 Furnival Street, 
London, E.C.4 


Phone: HOLborn 9556 


SPACE BUYERS 
CONSIDER 


SHOULD 


Before placing further 

Trade Advertising for 
Mattresses, Quilts and 
Cushions, Bedspreads, 
Pillows, Sheets, Blankets, etc. 
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dealer service 


Every retail shop in Gt. Britain is covered by the C.D.O. 
window dressing service. National advertisers desirous of 
promoting sales through retailers are offered the unique 
facilities of the organisation for the delivery and personal 
installation of displays in their customers’ windows and 


shop interiors 


(ITY DISPLAY COMPANY Lt 


281-3 GOSWELL ROAD, LONDON, E.C.1. TERMINUS 7701 


“a Company in the City Display Organisation 
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Ad Man’s Bookshelf 


The story of a man who knew the value 


and function of advertising 


HE story of one of the most 

significant figures in the 
eye world of our time 
as recently been published.* 
Born of humble parents, Julius 
Salter Elias began as a news- 
paper delivery boy and later 
became a jeweller’s errand boy 
at a few pence a day. With 
scarcely any education, save 
what life taught him, he suc- 
ceeded in welding together one 
of the largest and most success- 
ful printing and publishing 
houses in the country— 
Odhams, 


Fund raising activity 


He was also responsible for 
the big development of news- 
papers and magazines that are 
now read by millions of men 
and women. Among these are 
the Daily Herald, the People, 
Woman, John Bull, and 
Illustrated. He helped to raise 
some £20 million to relieve the 
suffering of others, and in 1946 
Julius Salter Elias became 
Viscount Southwood, 


Of his contest with Lord 
Beaverbrook on the issue of 
circulations the book is of 
absorbing interest : 


“Blias’ (said Beaverbrook) 
confronting him angrily, their 
eyes very close together. “This 
is war—-war to the death.’ Then, 
drawing an imaginary sword 
with the air of a Crusader, 
Beaverbrook added: ‘I shall fight 
vou to the bitter end’—and he 
ran the ‘sword’ right through 
Elias. 

“Elias smiled, flicked off the 
ingeenty wound and walked out 
of the room.” 


Guiding principle 


As the author points out, 
Elias, aware always of the vital 
part played by advertising in the 
success of any paper, had as a 
guiding principle that it was not 
enough to sell space to the adver- 
tiser, you also had to sell the 
advertised goods to the public. 
“If you are not satisfied with 
any article advertised in this 
paper,” was the slogan he printed 
in the Passing Show, “write to 
the paper and you'll get your 
money back,” 

He issued a booklet printed on 
hand-made vellum paper and 
handsomely bound and sent it as 


eed 


* Viscount Southwood, by R. J. Min- 
ney, published by Odhams Press Lid., 
25s. 


a “Personal message” to ev 

advertiser. The message dealt 
specifically with John Bull. At 
the time the paper, he stressed, 
had a circulation of considerably 
more than a million copies a 
week and was read by between 
three and four million people : 


Responsibility to advertisers 


“It would have been easy, had 
we so desired, to attain a far 
greater circulation than a million, 
if we had foregone our responsi- 
bility towards our advertisers and 
promoted competitions whereby 
the purchase of more than one 
copy of the paper considerably 
increased the chances of the com- 
petitor. We have consistently 
set ourselves against competi- 
tions of this nature, and no one 
who buys John Bull can gain any 
benefit by buying more than one 
copy. The circulation of over a 
million means exactly what it 
says. John Bull is bought to be 
read. For any other purpose it 
would be so much waste paper.” 


Insistence upon truth 


He also revealed in this message 
that, before any advertisement 
was accepted, a careful analysis 
was made because “we feel that 
we owe to our readers a heavy 
responsibility so far as advertise- 
ments are concerned. ‘Truth in 
advertising’ finds its fullest ex- 
pression in the pages of John Bull. 
In the course of a year we refuse 
thousands of pounds worth of 
advertising because we are not 
satisfied that our readers would 
be getting a square deal were we 
to accept them. . . . The ad- 
vertisers, therefore, who appear in 
the pages of John Bull have the 
fullest confidence of our readers, 
and the public for its part has the 
complete satisfaction of knowing 
that it can depend entirely upon 
the integrity of the firm behind 
every advertisement.” 


His speech to the International 
Advertising Convention in the 
summer of 1938 is well recalled. 
He had been made president of 
the British Advertising Associa- 
tion for the year, and it fell to 
him to welcome the delegates, at- 
tending from all over the world. 
As R. J. Minney declares, he “felt 
too deeply about advertising to 
indulge in the conventional parade 
of platitudes in his speech.” Here 
is part of what Viscount South- 
wood said on that occasion. It 
can bear repetition in advertising 
circles at any time: 


“It was advertising that coined 
the phrase, “The customer is 


always right.’ I am afraid that 
it is not always literally true—far 
from it ; but it is good that those 
who operate our industries should 
act as if it were. . . . Adver- 
tising has reversed Abraham Lin- 
coln’s dictum, Success on the 
scale achieved by the great adver- 
tisers is gained not by trying to 
fool some of the public all of the 
time, but only by keeping faith 
with all of the public all of the 
time. It is an exacting course— 
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but advertisers know that it is the 
only course. 

“. . . Am accusation for years 
hurled against mass production 
was that it could flood the world 
only with ugly articles, that it 
was good only for the repetition 
of bad designs. But is that true 
to-day ? You have only to re- 
member the earliest motor cars on 
the roads, or, shall we say, the 
candlestick telephone on the 
office desk, to realise that im- 
proved design can be good 
economy, as well as good taste. 
It is not very long ago that almost 
all cheap goods were deliberately 
kept inferior in design out of an 
extraordinary fear of upsetting 
the ‘better - class’ customers. 
Advertising in its search for 
markets has changed all this. It 
has taught the manufacturer that 
it is as easy to duplicate good 


Comprehensive survey of Italian 


advertising 


Pubblicita in Italia 1953-1954, Editrice 
L'Ufficio Moderno, Milano. 


UCH can be learned 

pictorially about adver- 
tising in Italy through a study 
of this well produced book. 

The committee that was given 
the task of making the selection 
of items to be included took the 
line that it was better to follow 
a selective principle rather than 
to give a review of all that had 
appeared in Italy between June, 
1953, and May, 1954. They 
have endeavoured to indicate 
those examples that have aesthetic 
as well as advertising values and 
while this is the first such annual 
review of the kind for Italy the 
expectation is that it will be 
followed up year after year. 

The aim clearly is to have this 
book go to advertising agencies 
all round the world and the hope 
must be expressed in Britain that 
future editions will pay more 
attention to the English transla- 
tion. This could be very easily 
arranged, It does absolutely no 
good to anyone to run up against 


CARPANO 


such an ill-spelled, badly con- 
structed section as: 

“.. . but they have judged best 
to indicate those examples that 
have valuable esthetic and 
advertising values, rather than 
collect an _ indiscriminated 
number of pieces toghether 
with those that will not have 
the advertising character in 
which they believe. From 
this don't follov that the com- 
mittee has done a faultless 
work.” 

It would be an excellent thing 
to have an annual Italian review 
of advertising. Next time more 
concessions should be made to 
the English speaking community. 


Playing to scratch 


More Confessions of a Golf Addict, 
+4 George Houghton, Museum Press, 


Advertising men who chuckled 
over Mr. Houghton’s first con- 
fessions must not miss this 
equally funny sequel. However 
suicidal his golf may make the 
writer feel from time to time, he 
writes and illustrates consistently 
to “scratch.” 


MEWIA MONTY 


An illustration from “Pubblicita in Italia” shows two linked posters. 
he one to the right has been mutilated. 
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Who? 


Famous advertisers 
like the Bowater 
Paper Corporation 
Ltd., are using 

this powerful 
international 
medium to develop 
their world markets 


TIME & LIFE BUILDING - 


You can buy advertising space in just 
the editions you want, covering the world 
markets in which you are most interested 
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What? 


* CHECK YOUR ANSWERS BELOW 


NEW BOND STREET - 


ADVERTISER'S WEEKLY 


Where? 


— ee 
i 


Influential people in over 100 countries. 
keep abreast of world news through 


TIME 


Five editions of TIME, the Weekly Newsmagazine, with the 
same editorial content, are published in English every week. 
One circulates only in the U.S. The other four, published 
simultaneously, are read by important people in more than 
100 countries outside the U.S. 

TIME’s net paid audited circulation exceeds 2,000,000 
copies each week. More than 903 out of every 1,000 TIME 
readers hold important positions in business, government and 
the professions. They read TIME not only for the news of the 
world but for the news of the world’s products and services, 

With TIME, people everywhere can get all the world’s 
important news— including your advertising news—while it is 
still news. The Advertisement Manager will be pleased to 
give you further information, 


* WHO: Brazil's President Joao Café Filho, sipping maté. 
* Song of the Vowels’. WHERE: 


WHAT: Lipehite's 
General Chiang Kai-shek on Formosa, 


TIME 


The Weekly Newsmagazine of the World 


TIME ATLANTIC * TIME PACIFIC - 
TIME CANADIAN + 


TIME LATIN AMERICAN 
TIME U.S, 


LONDON Wi: 


Telephone: 


GROSVENOR 4080 
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The monthly sales of IDEAL HOME 
Magazine have more than 
doubled since the end of 1952, 
Sales now exceed 250,000 copies a 
month. This remarkable increase 
establishes IDEAL HOME 
more than ever before as the 
most successful magazine 
among those catering for 
British home-lovers. 


The A.B. figure for July- 
December, 1954, will be in 

the region of 235,000 copies 

a month. The October, 
November and December issues 
will exceed 250,000, and we 
are confident that for future 
issues this figure will not only 
be maintained, but bettered. 


The present advertisement rates 
were fixed at a sale of 200,000, 
and advertisers have, therefore, been 

receiving «a substantial, and 
increasing, bonus. The recent 
increase in sales, with its consequent 
for larger increase of IDEAL HOME 
Magazine's valuable and well-to-<do 
readership, makes it necessary 
for the rates to be adjusted, and 
new rates will, therefore, become 
operative from April, 1955, for black 
and white, and May, 1955, for colour. 
Harris Kambish, Acvertisoment Director, Ochame Press Lid. 
96-98, Loug Acre, Londen, WiC.2. “Tetaghone: Tene Bar 2468. 
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IN CEYLON 
ITS THE.. 


Times 
Group 


1923 SUNDAY TIMES 


and 
1954 MORNING TIMES 


Commencing November, 1954, The “ Times 

Group” announce the publication of the 
MORNING TIMES 

thus completing the coverage of all fields of 

English journalism in Ceylon. 


The “Times Group” also publishes the 
DAILY LANKADIPA and SUNDAY LANKADIPA, 
the best informed daily and Sunday vernacular 
papers in Ceylon. 


For further particulars, rates, etc., apply: 
London Advertisement Representative, 
M. MALFIN, STUART HOUSE, | TUDOR STREET. 


LONDON, E.C.4, 
Telephone: CENtral 9564 


Novemsper 11, 1954 


How a Northern laundry 


advertised a new service 


Luxdon 


County 
Laundry organisation decided to introduce a new service for 
their customers. A new type of pack was evolved and a special 


set up. 


NEW venture by a large Northern laundry, the County 
Luxdon Laundry Ltd., of Sunderland, has proved that there 
is an eager public for an extra-special cleaning service, provided 


it is presented in the right way. 


In this instance, an up-to-the- 
minute blanket cleaning and 
carding service, called by its pro- 
moters the “Blanket cellopac,” 
has been introduced and since 
May, when lively local advertis- 
ing campaigns began, there has 
been wide discussion and ready 
patronage of the service not only 
in Sunderland, but also in Wake- 
field, Cardiff, Hull and Skegness 
where associate laundries run 
parallel schemes. 

The laundry’s governing direc- 
tor, H. Lumsden-Taylor, had 
seen similar schemes at work 
when he visited the United States 
to study laundry methods some 
time ago. He came back deter- 
mined to give his customers a 
service which had hitherto been 
offered in the main only by 
blanket manufacturers them- 


selves. 
Range of service 


The service comprises not 
only complete freshening and 
cleaning of the blanket, but a re- 
vitalising process on a specially 
installed carding machine which 
re-fluffs the blanket and restores 
much of its former softness and 
warmth. Finally the blanket is 
returned in a neat ck of 
“Cellophane” cellulose film, heat- 
sealed, to allow it to be stored 
safe from moths, dust and damp. 

Many in the trade believed that 
the housewife in this country 
would not willingly pay more 
than ordinary washing charges 
for her blankets and the manag- 


ing director of the Luxdon 
laundry realised that great care 
and enterprise ‘was needed to 
introduce the new scheme to the 
public. 


Thousands of homes 


With existing customer good- 
will and high reputation over 
a wide area of the north east, 
built up over many years by an 
organisation which gives laundry 
service to 10,000 homes each 
week—and with services covering 
almost every aspect of cleaning, 
the laundry had existing channels 
of communication which, if used 
well it was argued, would gain 
rapid acceptance of the new but 
rather more expensive service for 
blankets. 

The charge for ordinary wash- 
ing processes often leaves little 
room for the cost of really good 
packaging and presentation. But 
the “Blanket cellopac” at four 
shillings per item, could carry the 
slightly higher charge. The 
laundry attribute at least part of 
the success of the new venture 
to the care devoted to seeing that 
a well packaged and presented 
item was returned to the cus- 
tomer. 

In conjunction with British 
Cellophane Ltd., the laundry 
evolved a pack for the processed 
blanket which was in every way 
as neat and attractive as that used 
by manufacturers for a new 
article. As a consequence, not 


@ Continued on page 382 


Novel window displays were arranged by the County Luxdon Laundry 


organisation at their receiving shops. 
public was forthcoming. 


A good response from the 
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the new magazine for HER 


aimed at? 


Young women, whoever, whatever, and wherever they may be. 
The young miss in jeans, the girl in her teens, women with hus- 
bands—women without, women of fashion, women of ambition . . . 
They'll all read SHE. 


look like? 


Big pages, deliberately laid out to look even bigger, crammed with 
pictures. Editorial matter will have a completely practical approach, 


Only 1/- monthly—there isn’t another woman’s magazine to touch 
it at the price! 


How will be introduced? 


With powerful, widespread advertising, in the press and on posters, 
in London and the provinces. SHE will be the best-known maga- 
zine in Britain. 


What will sell? 


A top class advertising medium at | 

white, £315 in full colour, SHE 

women in all income groups need, long 

have—for themselves, for their families, for their homes. 


will appear on Feb. 17th, 1955 (dates merch) 


with a guaranteed print order of 300,000 copies. 


PRESS DATES: Cover and Colour, 10th of 2nd preceding month. Black 
and White, 22nd of 2nd preceding month. Reproduction: Gravure. 


F. H. Ayre, Advertisemen 
21, Meee bene Leadon, SWA S SLOane 7221. 


THE NATIONAL MAGAZINE COMPANY, LIMITED 
28.30 Grosvenor Gardens, London, 8.W.1. Sloane 4591. 
Publishers of: GOOD HOUSEKEEPING « HARPER’S BAZAAR 
VANITY FAIR « HOUSE BEAUTIFUL ¢ THE CONNOISSEUR 


with every item boldly priced and credited, every how-to-do-it 
feature clearly written and meticulously timed. 
What will cost? 
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Problems in 
Direct Mail 


Production ... 


. are best solved by an organized team of experienced 


specialists. The apparently simple jobs of addressing, 
multigraphing, collating, folding and enclosing have (so 
we hear) proved to be the rocks upon which many a proudly- 


lcunched direct mail campaign has foundered, 


Here at UNIVERSAL, our large and experienced staff 
are well fitted to steer your campaigns past these hazards. 
They are well versed in the arts of production pilotage; 


they work together—and with you—as a team. 


If you wish to exploit the flexibility of direct mail by 
mailing a large campaign at very short notice—they'll take 


it in their stride. And they stride quickly. 


If you have a particularly complicated mailing in very 


small quantities, they'll be pleased to work with you. 


if 


you have an extremely simple shot to send out by the million 


—~well, they're used to that, too. 


And, what is more, because they are experienced, because 
they work rapidly, because they are as efficient as we fallible 


humans can be—their services cost you very little, 


fact, our rates for such operations as addressing, multi- 
graphing, matching-in, coding, collating, folding, enclosing 


and mailing are probably the lowest obtainable. 


Post the coupon today for details and prices. You'll incur 


no obligation—and we feel sure you'll be surprised. 


UNIVERSAL DIRECT MAIL SERVICES LTD. 


80-82 Cromer Street, London, W.C.1 
TERminus 5281 


UNIV 
LTD 


80-82 Cromer Street, London, W.C.1. 
Without obligation on our part, please send us details of 


your services and charges. 


(PLEASE PRINT) 


ERSAL DIRECT MAIL SERVICES 
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@ ADVERTISING A NEW SERVICE —continued ' 
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The blankets have 
been given a new 
pack of “Cello- 
phane” cellulose 
film which protects 
them from moths, 
dust, and damp. 


only could the two chief selling 


points : 


@ Expert carding of the surface 
@A pack giving protection in 
storage against moths, dust 
and damp 
be put over to the housewife, but 
the visual appeal of the pack 
itself could be used to advantage 
in window displays and exhibition 
stands and also illustrated in pro- 
motional literature. The name 
“Blanket cellopac” was evolved 
to designate the service as a 
whole. 


Leaflets distributed 


The “Blanket cellopac” cam- 
paign began in May. Leaflets 
drawing attention to the advan- 
tages of the new service were dis- 
tributed and customers were 
invited to send a blanket via the 
roundsmen with their next 
bundle. The economy which 
resulted from oper cleaning 
and care of t surface, the 
advantages of the re-textured 
blanket and the merits of the 
pack from the point of view of 
safe storage were stressed both 
in these and in local press adver- 
tisements. 


cellulose 

strated the damp-proof quali- 

ties of the protective wrap. 

In addition to this, advantage 
was taken of the Sunderland 
Home Trades Fair Exhibition 
where several of the County Lux- 
don Laundry’s services were 
featured. 

The response obtained from 
the general public has éncour- 
ane the laundry:to expand their 

blanket cleaning service and 
explore other possibilities fov 
| Canes the number and type 


of its users. It has also con- 
firmed the faith of the laundry 
not only in the special service but 
in the value of good packaging 
as a means of promoting it. 

So far as the present campaign 
is concerned, all types of cus- 
tomers have responded. 
include users of both the “family” 
and the “de lux” laundry services. 
An influx of 100 blankets a week 
soon after the campaign started 
grew within a month to about 100 
a day, and despite the lack of 
warm weather, the demand was 
well maintained. Approval has 
been expressed of the “Cellopac” 
method of presentation—so much 
so that customers are beginning 
to ask for transparent film wraps 
on other items. 

Up till now, the venture has 
been on a trial basis, but the 
laundry has acquired a lot of 
valuable experience, and the 
belief is that the difficulties in 
the way of giving this extra touch 
of service (which means a great 
deal in the way of goodwill, but 
is hard to achieve within modest 
margins of profit) is being over- 


. come. 


New department established 


In the County Luxdon Laundry 
itself a new department was set 
up, and a staff of five engaged on 
the blagket service. Now, how- 
ever, such methods of presenta- 
tion are being applied for other 
services. 

Notable among these is the 
eiderdown rebuilding service, in 
which a complete new case is 
built to customers’ requirements, 
with usable elements—i.e., the 
down of the old item cleaned and 
utilised again in the finished 
article. Here there is an obvious 
need to return the finished item 
in a way which fully “high-lights” 
the transformation, and the “Cel- 
lophane™ film wrap is an effective 
means of doing so. 


The laundry seized 
the opportunity 
presented by the 
Sunderland Home 
Trades Fair Ex- 
hibition to pub- 
licise the new 
service in an 
effective fashion. 
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Radia 


The phenomenal success being achieved by mors than 

0 of the caton's biggest advertisers who use Radio 

Luxernbourg prowee beyond all doubt tha: this year is 

breaking all records for mass marke! coverage, 

Radic ‘acrerabowrg caters for every type of product 
murmnber 


and ie overwhelming of enquiries remain 
-on due (he most powerful of all advertising mediums 


ADVERTISER'S WEEKLY 


has encouraged more and More @dverbe<:s © take 
time on the Laxembourg «ir... 6 fect hatepeaks» for ieeiff, 
The number of Radio Loxzembeurg bate cers is ine 
creasing week by week ., Bete then © « iteranve 
potential that pays big dividend | We shall be happy to 
advise you as to the possible air ame evailable 
im the ‘oture. 


LADIG LOEEMSOURG ADVERTESING UTD - 38 EXRTTORD STREET, LONDON, Wi = CENTRAL MANAGER ©. CLEMENT ohWe 
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How to 


{TH the advent of a com- 
mercial television service 
in Britain, it would be advis- 
able, even at this stage, for 
advertisers to decide how the 
sales message will be trans- 
mitted. Two ways are pos- 
sible—“live,” or recorded on 
film. If “live,” the advertiser 
should consider the human 
error factor—the smallest mis- 
take may mar a whole show, 
perhaps even a complete selling 
campaign. However, there will 
be available certain devices 
designed to offset the diffi- 
culties of a “live” presentation. 


Checking the content 


Alternatively, the advertiser 
may pre-film his commercial, 
making sure of all details before- 
hand, Possibly at the outset of 
the commercial service, the Inde- 
pendent Television Authority 
may consider it necessary to view 
all such messages for their 
presentation pattern and commer- 
cial content. 

Let the advertiser consider 
what happens in other countries. 

In television in the United 
States and Canada, most of the 
short featured commercial an- 
nouncements, similar to sound 
radio’s “spot” announcements, 
are conveyed to the watching and 
listening blic through the 
medium of film. Often, film is 
used to integrate these announce- 
ments into “live” performances, 
therefore their production and 
effectiveness are of vital interest 
to the advertiser in Britain in the 
-_— of the forthcoming opening 
of commercial television in this 
country. A study of the methods 
in operation overseas will provide 
us with time-saving and cost- 
lowering principles upon which 
to base a production system here. 


Sub-standard gauge 

In America, commercial an- 
nouncements are produced on 
35 mm, film with an accompany - 
ing optical soundtrack, but in 
Canada a very large percentage of 
the work is filmed on 16 mm. 
stock. It is not, let it be noted, 
reduced from 35 mm., but is 
actually filmed on sub-standard 
gauge. 

One of the reasons for this 
interesting difference would 
appear to arise from the fact that 
whereas America, for many years 
the world’s largest film producing 
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country, has only had to transfer 
an established technique and 
readily available facilities to a 
new medium, Canada’s film pro- 
duction has only grown with the 
advent of television in that 
country. 


Opportunity for study 


Thus their producers have 
had a greater opportunity to 
—_ new developments and the 
vastly improved quality of 16 
mm. equipment, as well as count- 
ing the cost difference between 
the two media. 

When commercial television 
starts, what will be the position 
in Britain’? Probably we will be 
in much the same state as 
America with regard to our TV 
film making. Here too, we have 
35 mm, equipment and facilities 
available to the advertiser, but in 
recemt years so many advances 
have been made in the improvin 
of 16 mm. film quality and sound, 
that from the cost factor alone it 
would be unwise not to investi- 
gate the potentialities of its pro- 
duction. 

The many fine cameras being 
manufactured both in the US and 
on the Continent are an indication 
of the interest shown in the sub- 
standard film gauge. Cameras 
such as the Cine Kodak Special 
for simple field and studio work, 
the Maurer camera—designed for 
accuracy in animation, the 16 


transmit the sales 
on to the fireside screens 


mm. version of the well-known 
Mitchell, or the German-made 
Arriflex—which allows vision 
through the taking lens while the 
film is being shot; all these fine 
precision instruments are being 
used to-day in one aspect or 
another of television filming both 
in America and Canada. Both 
countries are also making use of 
the single - system Auricon 
camera which records picture and 
optical sound simultaneously— 
invaluable for “on the spot” news 
filming and feature work. 

The advantages or limitations 
of these different cameras are 
more suited to a detailed technical 
article, and it is not proposed to 
note down their various qualities 
here. Suffice it to say that no one 
camera can be expected to do 
everything and that the advan- 
tages of an Arriflex are not neces- 
sarily to be found in a Maurer 
and vice versa. 


Many advances made 


On the subject of sound quality 
—long a disadvantage to the pro- 
ducer of 16 mm. film—many 
technical advances have been 
made, or are being investigated, 
some of them equally applicable 
to 35 mm., where sound falls far 
short of the high-fidelity mark. 
The J. A. Maurer Company of 
New York claim greatly im- 
proved 16 mm. sound quality 
from the use of a four-track 


About 40 per cent of the Pye Company's television programmes at 

the Baghdad Trade Fair were on film. Large crowds of Arabs watched 

the new tele-cine equipment which had its first-ever use at the fair. 

A special newsreel programme of films shot from day to day was also 
put over this apparatus. 


a 
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message 


By ALAN MANDELL 
Producer, TV Commercials, Ltd. 


optical system with a relatively 
low distortion factor, and the 
synchronous magnetic film in step 
with the camera is widely used 
for location work as well as in 
the studio. Two prominent manu- 
facturers of this type of machine 
are the Stancil-Hoffman Corpora- 
tion of Hollywood, California, 
with their S-5 model and the 
Magnasync Manufacturing Com- 
pany, also of Hollywood. 


Synchronous drive 


At least two other manu- 
facturers of the standard 
— tape machines have 
eveloped synchronous drive 
mechanisms to record in step 
with the camera—one of the 
machines having a triple channel 
recording head. 

In addition, several studios and 
equipment manufacturers have 
been investigating the use of 
magnetically “striped” 16 mm. 
film. In this system an oxide 
strip is attached to the film after 
processing and sound is dubbed 
on to it. The resulting quality is 
claimed to be better because the 
process is putely electronic and 
there are no mechanical limiters. 
Sound striping can be applied in 
various widths so that, if an 
optical soundtrack exists, a new 
magnetic track can be added and 
use made of either one. 

Strangely, enough, this im- 
proved system of sound recording 
on film has advanced only very 
slowly, and there is a reason. 


A new system 
In America, and elsewhere at 
the moment, a great deal of capi- 
tal expenditure is going into per- 
fecting the new “Videotape”—a 
system whereby a picture, like 
sound, can be recorded magnetic- 
ally. At the present time this 
tape is fed past a recording head 
at a speed of some 30 feet per 
second, and economically it is 
proving too costly, and I under- 
stand that there are various other 
improvements to be made before 

it can be used generally. 

Used it will be, but one of 
the largest magnetic film pro- 
ducers in the US conservatively 
estimates that it will be three or 
four years before it will go into 
full working operation. 
Meanwhile, the knowledge that 

there is suck a thing as “Video- 
tape” has tended to place the 
whole film and sound picture out 
of perspective. There would 


[@ Continued on page 386 
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THE ORIGINAL SELF-ADHESIVE PLASTIC 
ZELL-EM winpow stickers 
* Sole Licensees: Patent No. 627881 for Windows, Doors, Display Counters 


THE MODERN METHOD OF WINDOW ADVERTISING e NO GLUE REQUIRED e JUST PRESS THEM ON! e ALL SIZES AVAILABLE 
* For the guidance of manufacturers, distributors and users of advertising matter, notice is hereby given of the existence of the above Patent 
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A ‘must’ for a 
busy Agency 


— this modern, efficient 
camera lucida 


v4 
we 


a 
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VISUALIZING without vexation. 
Clear, natural-colour images of 
art-work, layouts etc., projected 
sharply on a flat 22” screen, set con- 
veniently for viewing or tracing: 
picture comes brilliantly through 
cartridge paper and Bristol 
board (up to 6-sheet). Simple 
attachment for dealing with 
colour transparencies, etc. 
The Grant Projector is in 
world-wide use. Full inform- 
ation from Grant Production 
Co, Ltd., 4 Rathbone Place, 
London, W.1 (Museum 8717), 
or 7 Little Park Street, 
Coventry (Coventry 64978). 


Enlargements and Reductions 

rapidly obtained by very simple 

adjustments — graduations from 

7 times up to 7 times down on 
the size of the original. 


Preeti iriri itt i tty 
Recececesecesceceeed 


Projector 


The perfect surface for airbrush or line work 
with reproduction qualities of the highest class, 
plus a drawing surface on the reverse side for 
pencil, pen or wash. 


DS DRAFTING CARD 
is supplied by the dis- 
tributors of Kodatrace 
and you are invited to 
send for 
leaflet 
samples 
materials, 


descriptive 
and free test 
of both 


SOLE OISTRIBUTORS 


H. C. STERN, CRAVEN HOUSE, 121 KINGSWAY, LONDON, 


W.C.2 


Telephone: HOL 6086 
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© COMMERCIAL TELEVISION — continued 


appear to be a general slowing 
down of research into other chan 
nels for the improving of 16 mm. 
picture and sound quality, and 
there seems to be hardly any 
development of existing produc- 
tion methods. The watchword is 

“wait’—for the whole industry 


| is on the brink of a revolutionary 
principle. 


| world 


Sense of perspective 


But here in Britain, preparing 
as we are to enter upon this new 
of commercial telev-sion, 
we must endeavour to keep our 
sense of perspective. “Video- 
tape” will undoubtedly be the 


| medium of the future, but we are 


not in a position to wait for its 
advent. Within a very short time 
advertisers, agents and film units 
will be geared to the demands of 


| this new advertising outlet, and 


it is natural that techniques will 
be dependent upon available 
equipment and facilities, that is, a 
system using a 35 mm, standard. 

But we must not lose sight of 
the advantages of 16 mm. The 
lower production and running 
costs are a major consideration 
now while the whole commercial 
television operation is in its infant 
stages. 

In the main it would appear 
that the question at the moment 
is the way in which film produc- 
tion companies should plan to 
bridge the time between the 
opening of commercial television, 


and the probable installation of 
“Videotape” equipment on a large 
scale. Whether the expense 
involved in improving existing 
16 mm. equipment will ultimately 
prove to be a saving over the 
higher cost of 35 mm. production, 
is a matter for careful planning 
and deep consideration. 

One most important point 
that advertisers and agents 
should keep constantly in mind 
is that fi'med television com- 
mercials should not be likened 
economically to advertising 
films. 

In the cinema, repetition over 
a period of time as a method for 
reaching maximum audience has 
justified a large initial capital out- 
lay. 

Re-use possibility 


It remains to be seen whether 
the re-use of commercials in tele- 
vision will be acceptable to the 
Independent Television Authority. 
If restrictions are imposed, and as 
television reaches a very great per- 
centage of the nublic at any one 
time, it will be necessary for 
aavertisers to budget for a large 
number of different commercial 
messages to cover a campaign. 

Therefore, every means pos- 
sible of keeping production costs 
down to a minimum should be 
investigated with an understand- 
ing of the audience, the television 
medium, and the obvious vast 
potentialities. 


Public works show to demonstrate 
value of rubber on roads 


HE use of rubber on roads 

will form the main sub- 
ject of the exhibit staged by the 
British Rubber Development 
Board at the forthcoming 
Public Works and Municipal 
Services Congress and Exhibi- 
tion to be held at Olympia, 
November 15-20. 

The technical and scientific 
background of recent work in the 
rubber industry will be given 
emphasis by means of special 
display panels showing how the 
addition of natural rubber to 
bituminous binders affects sur- 
facing materials. Figures avail- 
able will include comparative re- 
sults for rubberised and non- 
rubberised bitumen, 


Roads already surfaced 


In addition, an important new 
development rubberised tar 
compounds—will be exhibited 
for the first time and road 
engineers will have an oppor- 
tunity to examine samples. A 
number of stretches of road in 
various parts of the United King- 
dom have already been surfaced 
using these compounds and re- 
sults to date are encouraging. 
Rubberised tar compounds are 
expected to give exceptional dura- 
bility. Other characteristics are: 
little susceptibility to 


flexibility, 


temperature changes, tenacity and 
low cost. 

Another innovation will be a 
display dealing with the use of 
rubber in soil stabilisation. 
Newly published information on 
this technique will include the 
results of tests made on soil 
beams incorporating rubber as an 
additive. Experimental rubber 
surfacings for playgrounds—a 
new development which has re- 
cently been attracting consider- 
able attention—will also come 
within the scope of the exhibit. 

Other items to be shown in- 
clude rubber traffic lines and 
“cats’ eyes.” rubber tubes for 
forming ducts in concrete, anti- 
vibration mountings, connector 
boxes, plugs, sockets and coup- 
lings for electrical work, rubber 
paints for use on metal and con- 
crete, rubber flooring and up- 
holstery for public buildings. 


Facts about coal 


Colliery Year Book and Col Trades 
Directory 1954, published by the Louts 
Cassier Co. Ltd., 30s 


The latest edition of this year 
book presents in a convenient 
and reliable form the most com- 
prehensive information of the 
coal mining and allied industries. 

The whole work has been com- 
pletely revised. 
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EVENING EXPRESS 


LIVERPOOL 


NET SALE 


100,394 


JULY 1st—OCTOBER 30th, 1954 
(In accordance with the A.B.C. formula) 


@ 25’. Single Column inch 
@ £120 Full Page, black and white 


@ £150 Full Page, two colours 


Head Office: London Office: 
Victoria Street, Liverpool 132/4 Fleet Street, 
Tel. Central 6601 Tel. Central 7700 
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ADVERTISER'S WEEKLY 


Kemembes/ 


ONE OF BRITAIN’S BEST MARKETS 


for the pilot campaign or that 
knotty marketing problem. 
Tie up with the Surrey 
Advertiser to find the 
heart and purse of one 
of the ‘‘upper ten’’ of 
wealthy boroughs, 
Guildford and the 
whole of West Surrey. 
With a total circulation 
of *45,423 the Surrey 
Advertiser offers the un- 
rivalled test medium for 
pre-national campaigns. 


Latest Marketing Survey (UK) says.. ‘Most significant 
is the high place occupied by Guildford where...a — 
level of income has coincided with a great increase in 
population.” 


*A.B.C. Figs. Jan/June 30th 1954. Wed. 11,302 Sat, 34,121 Net. 


Surrey Advertiser 


Head Office: Guildford 5252 London: 142 Fleet St. E.C.4, CEN 6692 


ACHIEVEMENT! 


The directors and staff of The Londoner Lad, take pride in 
announcing that on 


FRIDAY, JANUARY 14 


they will be publishing the 


1000th NUMBER of 


ar, 
@ 


@ Here are the facts: since first publication in 1935 
circulation and advertising revenue have risen steadily 
hand-in-hand and not even the war checked them. 

. LS magazine is one of the few that have a seven-day 
ife, 

@ It goes to all the places where advertisers like to be : 
in professional waiting rooms, clubs, restaurants, travel 
peceen, enquiry departments, shipping lines and the 
ike. 

@ It is consulted and relied upon both in and far away 
from the capital city. It aims at and achieves a satisfied 
readership and equally satisfied advertisers. 


After 1,000 weekly issues we feel that WHAT’S ON IN 
LONDON has fully justified its existence. We're sure 
you'll agree with us in this. 


Send for specimen copy and rate card to the Advertising 
Director, t's On In —, - -32, Haymarket, S.W.1. 
1403, 


Commercial Artist's 


Portfolio 


Olive 


Hammond 


HAVING studied mainly 
painting at Hornsey 
School of Arts and Crafts, 
Olive Hammond obtained her 
art teacher's diploma and spent 
the war years teaching art in 
county high schools. 

After the war she began paint- 
ing and pottery-making, along- 
side free-lancing in the commer- 
cial field, until her interest began 
to turn more definitely towards 
interior decoration. This interest 
was stimulated by all the post- 
war problems and difficulties of 
setting up a home on the return 
of her husband from the Forces 
(he is also an artist). 

With the gradual revival of a 
live contemporary industry in 
furnishing and decorating, open 
once more to influence from 
abroad, and with all its new 
fabrics, surfaces and materials, 
her enthusiasm grew. Her work 
is‘ now almost solely concerned 
with these subjects. 

A lover of colour as opposed 
to what she refers to as “ Safe, 


oo 


Experience in home planning has 
aided this artist. 


Modern pes is shown to 
est advantage. 


burnt porridge schemes,” Olive 
Hammond has very definite ideas 
about its use. These include a 
liking for small accents of 
brilliant colour in __ intricate 
shapes; the use of pottery and 
plants against harmonious, un- 
patterned backgrounds with 
white woodwork. 

Important to her also is the 
combination of new and old and 
the mixing of different textures, 
such as rush, brick, gilt and 
rough rugs, and in this context 
she considers that Regency and 
early Victorian styles are the 
most suitable for combining with 
contemporary things. 

Someone with such positive 
likes inevitably has a few very 
positive hates, and these embrace 
phoney “Tudor” and “Jacobean.” 

Her as (expressed in a 
line and wash technique) is a 
combination of the facts of 
furniture construction, the feel of 
soft furnishing materials, and 
the charming atmosphere of 
things brought together to form 
a home. 


An outdoor-indoor 
scene by Olive 
Hammond to show 
various types of 
furniture. Her 
technique includes 
line and wash. 
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ADVERTISER'S WEEKLY 


Ce ee ee 


Instead of ‘clatter’ it goes ‘wumph’ 


THE MORNING PAPER announces itself to the British family by a discreet click of 
the letter-box. In the United States the headlines come sailing through the air to land 
with a thud on the porch. Yet however they arrive, these newspapers share more than 
the bond of language. 

For in the United States, as in Britain, many newspapers are printed on paper 
made by Bowaters. And the numbers of such newspapers grow as fresh supplies of 
paper flow from the new mills built by Bowaters at Calhoun in Tennessee. Here 
130,000 tons of newsprint are produced each year and the whole of this output has 
been bought by newspaper publishers in the Southern States for 15 years ahead. In 
America, as in Britain, the Bowater Organisation is helping to safeguard the supply of 
newsprint well into the foreseeable future. 

In this democratic world the course of history may wéll be determined at the 
breakfast tables of Britis: and American families)*The newspapers we read 
influence our thoughts, opinions, everyday actions. Newsprint is vital to our continuing 
civilisation . . . the ‘clatter’ and the ‘wumph’ are essential sounds in our lives today. 


P . An international organisation making paper, 
> ia Bowaters board and packaging materials that answer the needs 


of industry and trade throughout the world. 


THE BOWATER PAPER CORPORATION LIMITED 
Great Britain United States of America Canada Australia South Africa Republicof Ireland Norway Sweden 
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NOVEMBER I1, 1954 


Success in an advertising agency depends 
upon freedom for creative men 


How is an advertising agency to get away successfully from the routine approach to 


? This article 


which discusses the matter is based upon an address given by ERNEST BIGGS, director of London Press Exchange 


HE entire stock in trade of 

the creative department is 
vested in people, and people, 
thank eavens, are all 
different. I believe, therefore, 
that the organisation of the 
creative department of an 
agency must be governed by 
the people in it. 

In the course of training crea- 
tive people, whether in art schools 
or in the courses of study 
organised by the Institute and the 
Advertising Association, it is 
right and proper, and indeed 
inevitable, that certain rules 
should be taught. 


Difference between rules 


When it comes to putting this 
training into practice, however, 
it is important that we should 
distinguish between those rules 
which must never be forgotten, 
and those with which almost any 
liberty can be taken. For 
instance, it is important to 
remember those rules which con- 
cern themselves with the materials 
of our trade—type faces, blocks, 
and things of that sort. The 
typographer must remember that 
in a panel of type matter the eye 
must travel backwards from the 
end of one line to the beginning 
of the next, so that if the type is 
small and closely set the journey 
must not be too long, or the eye 
will get lost. The artist must 
know exactly how much to put 
into his drawing and how much 
to leave out to ensure good re- 
roduction. Things like these are 
inescapable. 

But there are other so-called 
“rules’ — no doubt  well- 
intended—which impose un- 
necessary limitations on the 
imagination, and these are 
best swept away. 


Beginning and end 


| remember once being told 
that it was essential that every 
advertisement should have a 
logical beginning and ending. 
Well, no doubt this is often quite 
desirable, but as a rule to be 
followed slavishly it is inhibiting, 
and in the creation of good 
advertising almost everything 
which is inhibiting is bad. 

Another typical instance is 
that familiar old rule, that if you 
have a human face in an adver- 
tisement, it must always look in- 
wards into the advertisement, 
and never outwards, Fortunately 
the man who produced that 
brilliant campaign, “That was 


Shell, that 
rule ! 

There are agencies which do 
little more than provide a sort 
of cafeteria service for the supply 
of copy and layouts. They put 
a wide selection of their wares on 
show so that their most fastidious 
clients are sure to find something 
which pleases. 


Choosing the campaign 

The client selects a headline 
here, a picture there, accord- 
ing to his personal taste—and 
goes away happy in the thought 
that he has the campaign 
of his own choosing. The agent 
says, in effect, “here are some 
alternatives : we cannot decide 
which is best, but you are the 
experts, so you must choose.” It 
it not surprising if the client 


takes advantage of a situation 
like this! 
The 


was,” forgot that 


best campaigns are 
never produced that way, and 
it is a bad thing for the status 
of the agent. 

It is a mistake to think of the 
creative function of the advertis- 
ing agency as being limited to 
copy and artwork. Copy and art- 
work come almost at the end of 
a long chain of creative thinking. 
That chain stretches right back 
to the client's product. 


Some vital questions 


Is this product fully acceptable 
to the consumer? Could it be 
made more acceptable by some 
little change in shape, texture or 
colour? Is the package appro- 
priate to the nature of the pro- 
duct? Is it contemporary in de- 
sign? Does it display well on the 
dealers’ shelves? Does the 
client's business  letter-heading 
strike the right note? What are 
the arguments used by the sales 
force, and could they be 
strengthened? Are postal in- 
quiries dealt with as well as they 
should be—or do the form letters 
contain jargon which you would 
never use in an advertisement? 
Are the workers in the client's 
factory fully informed on all 
matters which can effect their 
safety at work? Do they know 
enough about the company’s 
overall policy to ensure their 
happy collaboration? 

Most of these problems are 
problems of communication, in 
which we can rightly claim to be 
specialists. Many advertising 
agencies, by reason of a vast fund 
of experience accumulated over 
many years in contact with many 
industries, are frequently far 
more knowledgeable than their 


Ltd., to the Institute of Practitioners in Advertising conference. 


clients about these and kindred 
matters. 

These are questions on which 
the advertising agent can often 
make a priceless contribution. 
But if he waits to be invited it 
is more than likely that he will 
wait in vain. But compara- 
tively few manufacturers are 
sufficiently enlightened to con- 
sult their agents about prob- 
lems outside the immediate 
field of advertisement copy and 


presentation. 

I feel strongly that advertising 
agents should seize the initiative 
in matters of this kind to a far 
greater extent than is now the 
case. They have nothing to lose 
by it, and much to gain in status. 


End of chain 


The effort which goes into the 
preparation of copy and layout 
should come almost at the end 
of a long chain of creative think- 
ing. Where that chain begins is 
bound to vary with circum- 
stances, but one thing is clear: 
the earlier it starts, the better the 
end result will be. The greater 
the extent to which the agent is 
taken into the client’s confidence 
on all matters preceding the 
actual preparation of advertise- 
ments, the better the advertise- 
ments are likely to be. And it is 


by the end result—the advertise- 
ment—that we are judged. 

We must never lose sight of this 
simple fact: the most important 
thing in advertising is what goes 
into the advertisements. 


Copy looking inwards 


There is far too much copy of 
the kind known as “manufacturer- 
conscious”: copy written with an 
eye looking inwards towards the 
client's boardroom instead of out- 
wards towards the market places. 
It is nearly always banal, boring 
—and bad. 

Technically, standards have 
never been higher. Generally 
speaking, we see a higher level of 
typography and reproduction than 
ever before, but this is only a 
superficial slickness which does 
nothing to conceal the sterility of 
ideas beneath. Technical excel- 
lence is no substitute for original 
creative thinking. 

It is by no means easy for the 
creative man to regard every new 
advertising campaign he is asked 
to devise as the very first adver- 
tising campaign the world has 
ever seen. But if he will only 
make the effort, he will stand a 
better chance of getting away 
from the humdrum than if he 
just follows the old routine. 


Authentic baby to aid cereal sale 


A NEW display crowner has 
been introduced by Tru- 
food Ltd. for their cereal food 
for babies. 

The design follows the theme 
which has already proved success- 
ful—a large, engaging photo- 


graph of a baby surmounted by 
the brand name and a short, 
factual message in discreet white 
lettering. 

The new crowner is the third 
piece of display material to be 
produced to this formula whose 


main selling value is based almost 
entirely on eye-appeal. The use 
of a photograph as opposed to 
a drawing gives a feeling of 
authenticity. The baby is attrac- 
tive and looks healthy, qualities 
which convey to the mother the 
impression that the product is 
good for her child. 


The photograph is by Studio 
Lisa—well known for their pic- 
tures of the Royal children, and 
the new crowner was recently 
distributed to the trade. 


The new crowner 
introduced by 
Trufood Ltd. is 
shown here in posi- 
tion over a package 


of the product. 
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IMPORTANT ANNOUNCEMENT FROM 


@ E. LAYTON LIMITED CONCERNING 


The Layton Annual Trophies 
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To All Advertising 


Agents and Advertisers 


C,. @ BE. Layvon Limtren announce the establishment 
as from 1955 of The Layton Annual Awards. 

Ihe purpose behind these is to promote and encourage 
the growth of improved Press advertising techniques. An 
independent panel free from any directions from the 
donors will judge all entries. The decision of the judging 
panel will be completely uninfluenced by the size of the 
advertising agency or the advertiser, the appropriation 
involved or the nature of the product advertised. Entries 
are not restricted in any way to work which has been handled by 
any particular Process Engraving or Typesetting House. 

The main trophy will be awarded to the advertising 
agency for the black and white advertisement which, in 
the opinion of the panel, is the best produced and 
published during 1954 in any letterpress publication on 
sale to the public in Great Britain and Northern Lreland. 
It is not the intention of the judges to adjudicate on the 
text or copy contained in the advertisements submitted to 
them. Their main consideration will be directed to the 
Graphic Arts employed by Advertisers and Advertising 
Agents and their relationship to the subjects advertised. 

The trophy will be held by the successful agent for one 
year and will be competed for annually. A certificate 
confirming the award will be given to the successful 


agency and to the advertiser for permanent retention. 


November 11, 1954 


In addition to the premier award, the judges will 
nominate the best advertisements in each of the following 
specialised groups. These nominations will similarly be 
recognised by trophies and certificates of award. 
RULES AND CONDITIONS 
1 Layton Trophy Awards will be made in five groups. 
In each award the judging panel will pay special 
attention to the selection and use of typography and 
the Graphic Arts generally and their association with 
the characteristics of the subjects advertised. The 
panel will also have special regard to the general 


layout of the advertisements. 


The groups in which the advertisements will be 

judged are as follows : 

(a) Food, drink, tobacco, chocolatesandconfectionery. 

(b) Textiles, fashions, men’s and women’s clothing, 
boots and shoes, store advertisements, furnishings, 
etc, 


(¢ 


~ 


Houschold and toilet soaps, detergents, cosmetics, 
perfumery and toilet articles generally. 

(d) Vehicles of all types, including aeroplanes, petrol, 
oil, tyres, mechanical household appliances, etc. 


(e 


Institutional and prestige advertising covering 


Nees 


banking, insurance, travel and advertising of any 
form of goods or service, etc., not included or 
designated in the other groups. 

3 Recognised advertising agencies may enter advertise- 
ments produced for one or more different clients in 
any or all of the appropriate five groups. It is proposed 
to reproduce all or a selection of the entries in book 
form as a permanent record for the benefit of the 
Advertising Profession as a whole, and its students; it 
is accordingly stipulated that each entry shall carry 


with it the right for the donors to reproduce for such 
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advertisement 


purpose any submitted, and a 
warranty that the entrant is in a position to grant such 
right is implied by submission of entries. Advertising 
Agents are requested to keep available plates used for 
their entries, to ensure that the reproduction is, in 
each case, a faithful replica of the entry as submitted. 
Where agents prefer that their advertisers should 
select and submit their own advertisements for 
adjudication, the rules applying to agents equally 
apply to advertisers, who are requested to put the 
name of their advertising agents, responsible for the 
entry submitted, on the back of the mounting (see 
Rule 7). Advertisers may, if they so desire, request 
their advertising agents to submit any particular 
advertisements for their products as entries in their 
name. The reason for this is that the donors appreciate 
that where an agency handles competing accounts 
some embarrassment may be occasioned in selecting 
an entry in a particular group. 

All advertisements entered must have appeared in an 
issue of a letterpress publication on sale to the public 
in Great Britain or Northern Ireland during the 
calendar year 1954. In each subsequent year similar 
conditions will apply. 

There is no restriction on the size of the advertise- 
ments which may be entered but, for the purpose of 
the award, these advertisements must not be enlarged 
or otherwise amended from the form in which they 
were originally published. 

Each submission should be separately mounted on 
light board or cartridge paper with a surround not 
exceeding 14” in depth, so as to make for easier 
handling by the judges. The name and address of the 


» ; ; ; . 
agency and the group in which the advertisement is 
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entered should appear on the back of the mounting. 
To convey a true impression for the adjudication of 
entries, all submissions should be proofed on paper as 
close as possible to the paper used by the publications 
in which the advertisements appeared and should be 
accompanied by cut-outs of the advertisements as 
they appeared in the publications. 

All entries should be submitted during January 1955 (and 
in January of subsequent years). Entries received 
after gist January in any year will be disqualified, 
Entries should be marked * Layton Trophy ” on the 
outer cover and addressed c/o : 

The Institute of Incorporated Practitioners in Advertising, 
44 Belgrave Square, London, S.W.1. 

Entries will be considered by the judging panel during 
February of each year and presentation of the Layton 
Awards to the wiuners will be made at such venue as 
may be determined by the donors 

The decisions of the judging panel will be final and 
legally binding. No correspondence can be entered 
into in respect of these decisions. 

Each entry will be considered by the judging panel, 
but no responsibility can be accepted for entries 
which may be lost, delayed, not delivered, or mislaid 
in the post or elsewhere. 

In consultation with the judging panel, the donors 
reserve to themselves the right to vary the terms and 
conditions of the awards from year to year, They 
would, however, give adequate notice of such inten- 


tion and decision in the trade press. 


Whether as a junior or a principal engaged in advertising, 


Laytons welcome your interest in this competition. Any 


suggestions that you choose to make concerning these 


annual awards will be gladly received and considered, 
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AE VE ee. VAR EES 


on 


The Layton Annual Trophies 


] PANEL OF JUDGES 
: E. J. Bicos, Esa., v.1P.a. 
Z Nominated by The Institute of Incorporated Practitioners in Advertising 
; W. A. Caruces, Esa. 
: 


Editor of Advertiser’ s Weekly 


PROFESSOR RIGHARD GUYATT, HON. A.R.C.A. 


Nominated by the Council of Industrial Design 


AsHLEY HAVINDEN, EsQ., 0.B.£., R.D.L, F.S.LA. 


Nominated by the Advertising Creative Circle 


James HoLvanp, Es@., 0.B.£., F.S.1A. 


Nominated by the Society of Industrial Artists 


T. G. Moores, Esa. 


Past President of the Newspaper Society 


Witson Puicip, Esa. 


President of the Society of Typographic Designers 


Mrs. BEATRICE WARDE 


Nominated by the Monotype Corporation Lid. 


W. W. WEAL, Esa. 
Editor of the World’s Press News 


Hon. Secretary to the Panel 


P. H. KniGcut, Esg., B.A. (oxon.,) 


Copies of this Inset may be obtained on application to 


C. @ E. Layton Ltd., Standard House, Farringdon Street, London, E.C.4 
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ONTINUOUS _ expansion 
characterised Latin 
America’s economy in the 


post-war years. Industrial pro- 
duction made remarkable 
progress. Credit policy oper- 
ated by many governments of 
the nations involved favoured 
industrial growth and, as a 
result, there was a shift of re- 
sources from agriculture to 
industry. 


Incomes per capita, wages and 
salaries increased, and so did 
consumer demand. Greatly im- 
proved terms of trade and farge 
private investments were further 
stimuli, and there was reason to 
hope that the many and serious 
difficulties which still remained 
could be progressively solved. 


Economic growth 


This progressive trend, how- 
ever, has not continued. Accord- 
ing to the authoritative Economic 
Survey of Latin America 1953, 
prepared by the Secretariat of 
the Economic Commission for 
Latin America (a sub-section of 
the United Nations), the intense 
rate of economic growth and de- 
velopment was brought to a 
pause by world price factors. 

The picture in Latin America 
is not, however, uniform. At any 
given point in time difficulties in 
one section of the area can be 
matched by opportunities in 
another. There are few areas of 
the world, in fact, where 
meticulous market research can 
pay such good dividends. 

The United States is the main 
supplier to this area and while 
that position will probably always 
remain it is worth noting that 
the United Nations’ report re- 
vealed that imports from the US 
have decreased from $3,638 
million in 1951 to $2,850 million 
in 1953. Imports from Canada 
fell even more, according to 
preliminary estimates, by 30 to 
35 per cent between 1952 and 
1953. Imports from Europe, as 
a whole, also showed a certain 
decline, due mainly to reduced 
imports from Belgium, the 
Netherlands, Sweden and par- 
ticularly Great Britain. 


Competition from Germany 


The report also stressed that 
there were two countries that 
could greatly improve _ their 
position and recover a large pro- 
portion of their pre-war markets 
in Latin America—Western Ger- 
many, at present leading all 
European suppliers and out- 
ranking even Great Britain, and 
Japan, which registered in 1953 
an increase in sales from $49 
France, 


million to $100 million. 
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A sizeable market with a 


hard currency return 


SOUTH 
AMERICA 


Italy and Switzerland were able 
to maintain their position. 

As to that section of Latin 
America defined as Central 
America (Guatemala, Honduras, 
El Salvador, Costa Rica, 
Nicaragua, and Panama), the 
Joshua B. Powers organisation 
has lately urged that more atten- 
tion should be paid to it than 


is normally accorded by British | 


exporters. In a report, this 
organisation has set out five main 
reasons for this point of view. 
These countries, it is stated : 
@Are all hard = currency 
markets, their currencies be- 
ing all freely interchangeable 
with the US dollar. 
@ They are, in the main, un- 
restricted markets. 
@ Individually they are com- 


pact and most of their 
population which is econo- 
mically capable of buying | 
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22 years ago a small workshop 

— now a seven and a half million pound concern. 
Collaborating with this live company 

is a modern advertising agency 

that has grown too — Crane Publicity Ltd., 
Telephone Euston 8061, or write to Adam House, 
1, Fitzroy Square, W.1 to find out if 


Crane can contribute to your expansion, 


imported goods is concen- | 


trated in a limited number 

of easily accessible centres. 

@ Taken together, they repre- 
sent a sizeable market. 

Finally, while these Central 

American countries trade over- 

whelmingly with the US—in 


@ Continued on page 392 


This is a reproduction of one of 
the advertisements for advertising 
which appeared in “Novedades” 
recently. The headlines read “No 

invitation . . . no party.” 


Book space now in the NEW 
| Justice of the Peace 


‘LOCAL GOVERNMENT REVIEW 
| 


THE MOST POWERFUL SELLING MEDIUM 
IN THE MUNICIPAL FIELD 


LONDON OFFICE; 


| L.A. WRIGHT, 11 & 12 BELL YARD, TEMPLE BAR, W.C.2 
TELEPHONE. HOLBORN 6900 


WAITER TRAYS, 
SHOWCARDS: 
DRIP MATS, 
ADVERTISING 
POTTERY. 


CREATIVE COLOUR 
PRINTERS - ON 
METAL AND BOARD 


REGINALD CORFIELD L"™® 


LOMBARD ROAD: MERTON: S.W.I9 
TELEPHONE - LIBERTY 4606 (10 LINES) TELEGRAMS - REGICOR, PHONE, LONDON 
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© STORES AND FRENCH FORTNIGHT—cont. 


Putting the finishing touches to one of the 3-D displays produced 
for the French Textiles Exhibition by the City Display Organisation 
with their French associates, Henri Niepce et Cie. 


country has to offer. The follow- 
ing goods were the main ones dis- 
played in the “Fortnight” : 
Textiles (both piece-goods and 
made-up garments), ladies’ and 
men’s underwear, socks and 
stockings, knitwear, ties, fashion 
accessories (such as _ gloves, 


A Complete Commercial 


Proprietors : 


Transatlantic News Features Limited 
Howard Byrne, Managing Director 


scarves, handbags, handkerchiefs, 
artificial flowers, costume jewel- 
lery, and shoes), furnishing 
fabrics, furniture, pottery, glass- 
ware, binoculars, sunglasses, 
earthenware, wines and spirits, 
tinned foods, confectionery, 
books and magazines. 


Photo Se 


In Scotland, French knitwear 
competed successfully, because of 
its original design, with the 
native cashmere, and it was 
proved that French men’s socks 
could be sold in places like 
Selfridges or Simpsons 

It is not yet known wher the 
next such “Fortnight” will take 
place, but the organisers hope to 
be able to have another one tn 
the not-too-distant future. They 
do not intend, however, making 
it an annual event, for that would 
detract a great deal from the 
novelty. 

The “Fortnight” was organised 
in Great Britain for lUnion 
Francaise des Industries Exporta- 
trices by Intereps, Ltd. 


Jenners of Edinburgh presented 
this window display of _ silk 
during “French Fortnight.” 


Preparing for Swedish Fair 1955 


Ne year’s International 
Swedish Industries Fair 
at Gothenburg will take place 
from May 14 to 22, and is 
again expected to attract con- 
siderable foreign interest. 

This fair is the successor to the 
former Svenska Massan, which 
was the oldest established fair in 
Sweden and was national in 
character. The decision to make 
this an international fair has 
greatly increased its scope. 

At this year’s event there were 
more than 1,000 exhibitors, of 
whom over 300 were non-Swedish. 
While the United Kingdom was 
the second largest of the foreign 


participants, she fell far behind 
Western Germany, with 53 repre- 
sentatives as against Germany's 
154 exhibitors. Visitors to the 
1954 fair came from some 30 
countries, the largest contingents, 
as was to be expected, coming 
from Scandinavia. In all, 132,000 
people visited the fair, 32,000 
being registered buyers. 

Exhibits at the Gothenburg 
event are not displayed in national 
pavilions but are grouped in 
commodity sections so that pro- 
ducts may be easily compared 
with those of other countries. 

The groups of exhibits which 
were included in the 1954 show, 
will be similar in 1955. 


rvice by the largest and best equipped 


FASHION PHOTOGRAPHY 
ADVERTISING & ILLUSTRATIVE 
STILL LIFE & ARCHITECTURAL 

INDUSTRIAL & TECHNICAL 


STEREO COLOUR SLIDES 


PORTRAITS & CHILDREN 


studio in the West End 


COLOUR PHOTOGRAPHY 


CARBRO PRINTS 
DYE TRANSFER PRINTS 
DISPLAY & MURALS 


CATALOGUES & SHOW CARDS 


COPYING 


A complete art & retouching service including hand colouring 
OPERATORS SENT ANYWHERE 
Representative will gladly call with Specimens 


RUSH WORK 
OUR 
SPECIALITY 


Me <y MAYFLOWER STUDIO 


1, Dover St., London, W.1 
(Corner Piccadilly) 
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Stuarts is a good advertising agency: 
one that doesn’t work conjuring tricks, 
but achieves results by thoroughness 
Perhaps you would like 
to come and see us at work ? 
Telephone Maytair 9255 
and ask for the 


Managing Director 


STUART ADVERTISING AGENCY LTD 37 PARK ST LONDON WI 
Among our clients: 
ARMY & NAVY STORES, COUNCIL OF INDUSTRIAL DESIGN, COURTAULDS 


LONDON ELECTRICITY BOARD, PYREX, ROYAL FESTIVAL HALL, SIMPLEX AND CREDA 
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THE 
SCOTSMAN 


The Scotsman is read daily by the most 


influential people in Scottish business 


and social circles. These readers have 


the means to purchase the quality goods 


and services advertised in its pages. 


SCOTLAND’S NATIONAL NEWSPAPER 
Member A.B.C. 


North Bridge 63, Fleet Street 
EDINBURGH LONDON, E.C.4 
(he New Tors linen Ine te amrungion Mor Otero oe i Marine Afton Beriungsne | dena. 


Elite Suomen Kuvaient) Neve ZOrcher Zetung Svenska 
Damerne Trouw La Prensa Zig-Zag Weekend Picture Magazine The 
Hyemmet Stockholms Tidningen Nassau Tribune Adressavisen The 

Tidende Uus Suom Neve Zurcher Zeitung Montreal Star Gotel 
Stockholms. Tidningen Trouw Hemmets Journal The Washington P 
Universal Viiegwereld Aftenposten Weekend Picture Magazine Syds 
Oamene The New York Times Bergems Tidende Ei Espectador Hyemmet Ne 
Port of Span Gazette Weekend Picture Magazine Berlingske Tidende De 
Svenska Dagbladet Family Herald & Weekly Star Stavan 
Hyemmet Novedades Washington it for Damerne 


en Kuvalent: 
rouw La Pr 
ryemmet Stockholms. Tim ork Times Berlingste 


en Nassau Tribune Micgss 
Tidende Uus Suom Neugf Zurcher Zeitung joteborgs-Posten La ingener« 
Stockholms-Tidningen Trouw Hemmets Journal T ington Post Svenska Dagbiadet €: 
Universal Viegwereid Aftenposten Weekend P © Magazine Sydsvenska Dagbiadet Alt to 
Es 


Damene The New York Times Bergens Tidende pectador Hyemmet Neve Zurcher Zetung 
Port of Spain Gazette Weekend Picture Magazine Berlingske Tidende De Sprege! Aftenposter 
Swenska Dagbladet Family Herald & Weekly Star Stavanger Aftenbiad Stockholms. Trdninger 


JOSHUA B. POWERS LTD. — 4 COCKSPUR ST 
7 a itanie WHITEHALL - 3366 


ag Weekend 


For the local government market 
should 


—your schedule include 


Telephone GROsvenor 7452-3-4 } 
ppienier Advertising Offices, 21-22 GROSVENOR STREET, LONDON, W.! 
) 


Public Relations 
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Pictured at the RGD closed 


circuil 


TV show are (eft to right) A. 1 


Hayward Costa, TV executive, Gordon & Gotch (Advertising) Ltd., D. Ww. 


Dair 


manager of J. H. Moody & Sons 


Lid., Avis Scott, R. H. P. Jones, 


RGD area representative, and J. R. Simmons, assistant to Hayward Costa 


A new PR star rises in 
the firmament 


A NEW name has appeared 
in the ever growing list of 
public relations companies. It 
is Press and Public Relations 
Ltd., a newly formed sub- 
sidiary of Samson Clark and 
Co., Ltd. 


Murray Edwards. who has 
been handling public relations 
for the agency for some time has 
been appointed executive director 
of the new subsidiary. Already 
the company has among its 
clients Wates Ltd., Ronuk, Royal 
School for the Blind, Sapers of 
Leytonstone, Barry Woolf, the 
California Dress Company, Ex 
port Packing Service Ltd. and 
RFD Ltd., makers of air and sea 
rescue equipment 


Outside clients too 


Press and Public Relations Ltd. 
will handle PR for those clients 
of Samson Clark who need such 
a service but outside clients will 
also be catered for 

The company will 
temporarily in the 
Clark building in Mortimer 
Street. London, W.1. but later 
Murray Edwards hopes to move 
the outfit to the heart of the PR 
business -Fleet Street 


4 . 


be located 


Samson 


+ 


GorRDON AND Gotch (Adver 
tising) Lid. have been putting a 
lot of effort into a series of local 
promotions for RGD the tele- 
vision and radio manufacturers 
Their public relations officer has 
been touring the country to 


COMPANY REGISTRATION 


Private Limited Companies for the Adver- 
tising, Publishing and Allied Professions 
formed within eight days. 


Full obligationtree particulars gladly 
upon receipt of written or ne 
enauiry 


Pulham Broadway, 5$.W 4. 
= Tel.: FUL. 4643, a0. 


ng 


advise 

retailers. 
One of the most elaborate tie- 

ups took place at Braintree where 


and help the — local 


a local  couturiére, Madge 
Holmes. linked up with the 
local RGD dealer, J. H. Moody 
and Sons, Ltd. 

She arranged a mannequin 
parade featuring the latest 
fashions from Paris, Rome and 


New York and 
RGD’'s backing and co-opera- 
tion, put the show on closed 
circuit TV at a local hall. 

An added attraction was the 
personal appearance of Avis 
Scott, the television announcer. 
The event spotlighted a special 


Moody's, with 


RGD radio and TV exhibition 
showing the company’s latest 
range of models 


The local hall where the event 
took place was packed to over- 
flowing and people were turned 
away from both shows. At one 
time the police had to be called 
in to handle the overflow. 


Get your skates 


Before 
opened their first London furnishing 


Alimans (F. H. Wills Ltd.) 


store at Balham they got a trio of 


professional roller skaters to tour the 
streets to announce that the open- 
would be performed 
Harding 


ceremony 
by Gilbert 
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taking it to the chemical workers... 


You can’t talk personally to all the workers in the 
chemical factories in North West England, but you 


can reach them all, and all the other workers, industrial 


David Allen 
Poster Sites can help 
you to extra sales 
throughout Scotland, 
North East & North West 
England, North Wales, 
Northern Ireland & Eire. 


and agricultural, in this prosperous area, by means of 


posters on David Allen Sites 


... and the North West is, of course, only one of the 


thriving areas covered by David Allens. You'll find 


many useful markets in David Allen Country! -_-—=S> “ 


DAVID ALLENS 


David Allen & Sons Ltd., 7, Buckingham Palace Gardens, London, S.W.1. 
A Telephone: SLOane 0711, Telegrams: Advancement Sowest London. 
Area Offices in Glasgow, Edinburgh, Newcastle upon Tyne, Liverpool, Be!fast, Dubtin. 
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_THE SUNDAY TIMES ; Every Sunday 


over fourteen 
million 

KEMSLEY 
readers 


In terms of the I.1.P.A. Survey, gross 
readership of Kemsley Sunday newspapers 
totals just under fourteen millions. Recent 
Tage ontrthan qari increases in sale have raised this figure to 
approximately 14,200,000. This means 
that for well over one-third of Britain’s 
households Sunday morning starts with a 
Kemsley Sunday paper. Approximately 
five million households buy, read and plan 
their buying from these six newspapers. 


This immense market has a very special 
character. Kemsley readers are hand- 
picked by the very nature of the papers 
they buy. Accurate reporting attracts the 
better types of people in every class; 
decent writing selects those who pay to 
read it. So it is that the policy of sound, 
clean journalism, which these Kemsley 
newspapers so unswervingly pursue, is 


itself f the qualities of all the 
| Sunday Sum © shoe cists 
ee ee 


gt 


EMPIRE # NEWS 


ae Red SUNDAY, OCTOBER & 1954 4 REMSLEY AEwErsreR Bee 


GRAPHIC 


RRR err en Ore mere, 


. Sunday Chronicle 


ocrosen 11 we and Sundey Referee + Cee hewneree 


OrTomsnm Ha, 1954 A REMELEY WEWsraree 


Kemsley Newspapers 


LONDON MANCHESTER GLASGOW NEWCASTLE CARDIFF 
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Survey of The Sunday Newspapers 


A powerful medium that is 


read with care at leisure 


The attention given to the Sunday newspapers is everywhere acknowledged. They 

form a traditional part of the nation’s Sunday “way of life” and it follows that as 

advertising media they must figure prominently in any significant campaign. Thig 

survey gives the latest facts of circulation and readership and indicates the role of 
the newspapers in the formation of public opinion. 


Tt takes a fertile imagina- 
tion to envisage the British 
Sunday without Sunday news- 
papers. Most imaginations can- 
not rise to it. None want to. 
For if there is one thing more 
than another that one fancies 
the British public would simply 
refuse to stand it is the ending 
of Sunday newspapers. 

The day following the recent 
stoppage Fleet Street looked 
much the same as usual; the walls 
were unscarred by flame and the 
windows were all in. Had the 
stoppage happened one day 
earlier on a Sunday it might have 
been a different story. If anyone 
is so abject as to question the 
general drift of the argument let 
him but study the relevant circu- 
lation figures and reflect upon the 
volume of sport that goes forward 
every Saturday the year round; 
and that is but one element in 
the overall appeal of the nation’s 
Sunday press. 


Febnions figures 


It goes right across the country 
and some readership and circula- 
tion figures cross the line into the 
fabulous. Take the case of the 
News of the World. With a cir- 
culation consistently over the 
eight-million mark (and a reader- 
ship, according to the IPA 
National Readership Survey, 
1954, of 20,315,000) they have 
to use all their powers in 
New York, Chicago, and Los 
Angeles to admit the accuracy of 
the figure. And when in Moscow, 
Leningrad, and Viadivostock they 
reflect that there is a wide choice 
of other newspapers before the 
British public on a Sunday they 
marvel in those places no less. 

The big circulations of the Sun- 
day newspapers in the United 
Kingdom ts still more remarkable 
when it is recalled that a high per- 
centage of households take more 
than one. Consider the range of 
contents. Not one of the papers 
gives less than a page to sport— 
and many give very much more. 
Some give more than a page to 
books. A large number give up- 
wards of two pages to films, 
theatres, radio and television 
news. Those with high readership 
figures up in the top income 
brackets run long sections on 
music, painting, and sculpture. 


Those with a different clientele 
take care of the -stars, their 
courses, and what they foretell. 
Elsewhere amid the pa there 
is a careful assessment of possible 
permutations and combinations 
which, if heeded to the right 
degree, might make a man a 
millionaire for better or worse. 


Love and treachery 


Then there are the memoirs, 
the confessions, the harrowing 
accounts of love and treachery 
among the film queens, and the 
solemn leading articles that 
regularly point with alarm and 
view with serious concern. All 
that and the news 


cartoons and strips. be 
And what an _ advertising 
medium! 


These newspapers are read at 
leisure and mostly from the 
depths of an armchair. The con- 
tents get extraordinary attention 
—the news, the features . . . and 
the advertisements. 

In short, for outright entertain- 
ment, information and enlighten- 
ment, the British Sunday press is 
peerless. 

No one asks for its abolition. 

They had better not. 

To be sure this was not always 
so. Strange though it may seem 
to us to-day, the prejudice against 
the Sunday newspaper was ex- 
treme and very dee ted. They 
were, in fact, the last section of 
the national press to be accepted 
by all groups and classes of the 
community. As the Kemsley 
Manual of Journalism has put it: 

“Till well into the 19th cen- 
tury all newspapers were re- 
garded with suspicion and 
dislike by the ruling classes 
without regard to party. Many 
of them were taxed out of 
existence. But for along period 
there was powerful support for 
suppressing outright the sale of 
any paper on Sundays... . The 

Sunday journals were said to be 

abnormally vicious, enemies of 

settled government, actively 
seditious. The campaign (of 
opposition), highly organised 
for those days and supported 
by some famous men, fostered 
and intensified a_ prejudice 
pe ap for generations. 

wnersi of Sunday rs 
long eaied cucestaaail Ten. 
cial risk.” 

How different to-day! 


And are there any advertisers 
handling any kind of mass market 
commodity or widespread service 
who can afford to neglect the 
Sunday press? 

A glance through the pages of 
any Sunday's collection leads 
one to conclude that they all be- 
lieve they cannot. For they are 
always there: cosmetics, fashion, 
furniture, home appliances, 
travel, entertainment, insurance, 
banking, petrol, cars, foodstuffs, 
radio, television, radio-gramo- 
phones, records, holidays, books, 
pools, houses and flats... in 
two words, “the lot.” 


Additional activities 


The Sunday “rT is also impor- 
tant in a way that many are often 
inclined to forget: the publishers 
are in the art, sport, and exhibi- 
tion business themselves. Contem- 
plate the sporting events, the art 
competitions, the beauty queens, 
and the livestock contests which 
they sponsor. In this way, the 
names of the newspapers are 
brought prominently to the atten- 
tion of the nation in a non- 
journalistic context. 

Some of the newspapers in the 
Sunday field have had a unique 
evolution. There is, for example, 
the Observer. 

Our oldest Sunday newspaper, 
the Observer, was founded in 
December, 1791, on a capital of 
£100 by W. S. Bourne, a young 
Irishman of literary ability, but 
incompetent in business manage- 
ment. His deficiencies were made 
good by the commercial capacity 
of an elder brother, William 
Henry Bourne, who controlled 
the extensive family stage-coach 
business in Ireland and conducted 
the financial affairs of the paper. 
By 1799 their combined energies 
made the Observer the first suc- 
cessful Sunday newspaper in the 
country with a circulation im 
London and the provinces and 
guaranteed to arrive at Dublin 
“when the wind answers” on 
Wednesday mornings. 

Lord Northcliffe, who bought 
the Observer in 1905, appointed 
J. L. Garvin as editor, The 
choice marked a turning-point in 
the history of serious journalism; 
Garvin made the paper one of 
the most respected organs of the 
press in the world. The first 
Lord Astor acquired the paper 
from Lord Northcliffe in 1911, 
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Basic facts 
for 
advertisers 


s” NDAY newspapers go 
into practically every 
home in the country and 
an authoritative estimate 
of the readership indicates 
that it spans more than 
90 per cent of the adult 

lation. The following 
three points highlight the 
significance of the Sunday 
press for advertisers »— 

@ Many families take 
more than three or 
four of the news- 


@ The ever 


With com 
. th i- 
tion in one snanionee 
market, the Sunday 
assume an 
ever increasing impor- 
tance to those with 
goods and services to 
sell to families — be- 
cause they are usually 
read by whole 
family. 


In 1945, the second Lord Astor, 
and his son, the Hon. David 
Astor, determined to vest the 
ownership of the Observer in a 
trust and the cardinal purpose of 
this trust is the maintenance of 
the character of the paper. 

The 1954 January-June ABC 
figure for the Observer stands at 
534,752. One year before it had 
been 475,609. The Hulton 
Readership Survey for this year 

ives following breakdown 
income classification : 


£1,300, over ......... 310,000 
£800-£1,300 ......... 530,000 
£450-£800 430,000 
up to £650 290,000 


Evolution from weekly 


The Sunday Mercury was first 
launched as the Birmingham 
Mercury in 1848, It was then a 
weekly paper published on 
Saturdays. It was acquired by 
the Starmer Group (now West- 
minster Press Provincial News- 
papers Lid.) in 1912 and the 
Sunday Mercury was launched as 
a Sunday paper in 1918. Soon 
after the outbreak of the second 
World War it was converted to its 
present folio size. Since the war, 
its progress has been striking. 
Net sale in 1945 was 86,251 copies 
per issue. To-day its circulation 
is almost 200,000, and is stil! 
rising. 

Most of the news and features 
of this journal are about the 
Midlands and Midland people. 
It runs to 24 pages per issue at 
present and its make-up is lively 


@ Continued on page 400 
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and modern. It is, however, a 
family newspaper and it has no 
place for sex and sensation. Very 
much part of the life of its 
readers, it carries more than a 
page a week of letters and stories 
written by them. ; 

The most recent ABC figure 
(six months to end-June) gives the 
Sunday Mercury's circulation as 
183,584. A year before it had 
been at 175,092. Sales during the 
present period are showing 
marked increases and the 200,000 
line is being approached. 

The net ABC sales figure of 
the Sunday Dispatch for the six 
months ended June 30 was 
2,676,037. For the previous six 
months the figure had been 
2,732,567. For the first half of 
last year sales had been at 
2,743,749. The latest monthly 
figure stands in excess of the 
average for the first six months of 
this year. 


The Sunday Dispatch appeals 
to all readers in all income classes 
but judging from .the readers 
letters, and other relevant data, 
the publishers consider that the 
classification “middle class” 
would cover the main mass of 
the sence: The overseas 
sale is negligible. 

This newspaper is now in its 
154th year and the official claim 
is that it is the only newspaper in 
the country—morning, evening, 
or Sunday—which has increased 
sales each year for the past 16. 

The reputation of the Sunday 
Chronicle a8 a popular paper 
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with a strong allegiance among 
middle-class readers been 
thoroughly proved by recent 
research. On the basis of the 
IPA survey, the journal has a 
readership of 2,268,000. Con- 
cerning this paper, perhaps the 
most important point which 
emerged from the Kemsley North 
of England survey was the SC’'s 
high solus readership—29 per cent 
greater than that of any other 
Sunday journal in the North. The 
high pr ion—53 per cent—of 
readers in families with two or 


more wage earners is also 
notable. 

A large number of leading 
national advertisers advertise 
regularly in this paper. Building 
societies, insurance companies 


and banks in particular, find it a 
profitable medium. Regular 
advertisers include Pearl Assur- 
ance, City and Prudential Build- 
ing Society, Halifax Building 
Society, State Building Society 
and Lloyds Bank. 

The selection of a Sunday 
Chronicle “Novel of the month,” 
which began in July, has ‘been 
well received by readers and the 
keen interest they take in books 
can be gauged from the response 
publishers report in connection 
with this feature. One publisher 
was able to bring out a second 
reprint of a novel only 10 days 
after it had been chosen as the 
month's novel. 

The Sunday Pictorial was 


launched on March 14, 1915 as 
the first Sunday picture news- 
paper. Issue number one sold 
more than a million copies. Since 
then, the paper has had an un- 
broken sequence of editorial 
evolution . . . and one year of 
editorial revolution. That year 
was 1937, when editorally and 
typographically the paper was 
transformed to catch up with a 
changing public appetite in news 
and feature presentation. 

As to circulation, the ABC 
figures reveal the following up- 
ward movement: 


Jan.—June, °53 ...... 5,262,856 
July—Dec., °53 ...... 5,373,027 
Jan.—June, °54 ...... 5,446,255 
This trend continues. 

Age of readers 


On the subject of readership, 
the IPA survey gave the total as 
some 13,655,000 (men, 6,743,000; 
women, 6,912,000 — including 
4,919,000 housewives). As for 
age the readership breaks down to 
give the following table: 


BOE cisrvevstsvoves 2,507,000 
a 3,294,000 
BSE Saper 2,880,000 
EE cctdubnersusdée 3,935,000 
BMY sdivocidssentte 040,000 


Of the Sunday Pictorial’s adult 
readers, as much as 63 per cent 
are under 45 years of age and thus 
have many buying years ahead of 
them. That is something no 


advertiser can afford to ignore. 


The victor holding aloft the 

World Speedway Championship 

trophy sponsored by the “Sunday 
Dispatch.” 


According to the IPA survey, no 
mher national Sunday newspaper 
has so high a percentage. 

In a class breakdown of the 
= the paper has: 


RR se 234,000 
DL Ss pL ney cp tn'dddve 2,745,000 
rere 9,761,000 
AE pdchiite ods i cdvbeae 916,000 
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This exhibition is presented by 


THE OBSERVER 


(OUTSIDE ACTIVITIES) LTD. 


If you are interested in art and 
display, you should not miss 


THE OBSERVER 
DIAGHILEV EXHIBITION 


now being held at 


FORBES HOUSE, 


HALKIN STREET, HYDE PARK CORNER 


10.30—g p.m. Daily (inc. Sundays) until Dec. 4 


Admission 2s. 6d. 
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HE IL.P.A. National Survey 
reveals that THE PEOPLE has 
the second largest readership amongst 
Sunday papers in Britain. 
The number of adults who read THE 
PEOPLE on any given Sunday is shown as 
14,254,000— more than one in three of the 
population aged 16 and over. In this multitude 
are 7,076,000 men and 7,178,000 
5,144,000 of whom are housewives. 


women — 


The net circulation of THE PEOPLE (A.B.C., Jan.-June, 
1954) is 5,167,445. 


Adverusement) Department, Acre Howse, Long Acre, London, W.C.2 
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The Sunday Express is the 
youngest of all British Sunday 
newspapers. It is, indeed, the 
only Sunday newspaper founded 
and brought to success since the 
end of the first world war. Its 
progress has been among the 
most remarkable journalistic 
achievements of our generation. 

The Sunday Express was 
founded by Lord Beaverbrook in 
the last week of 1918. In 10 
years it achieved a sale of just 
under a million. The sale for 
the six months ended September, 
1954, was 3,286495 and the 
readership is the highest quality. 


Considerable advance 


The facts of its circulation can 
be presented as follows. For the 
six months ended September, 
1953, it was 3,269,817. The 
figure for the same period this 
year was 3,286,495 ... an in- 
crease of 16,678. For the six 
months ended March, 1954, it 
was 3,222,999. It can be seen 
that the advance from the end of 
March this year to the end of last 
September was of the order of 
63,500. 

The circulation of the Sunday 
Times has increased steadily dur- 
ing the last 18 months. The figure 
for January to June, 1954, showed 
a 46,000 increase over the same 
period of 1953, and a 27,000 in- 
crease over the figure for July to 
December, 1953. In September 
of this year the circulation 


passed the 600,000 mark—an in- 
crease of nearly 59,000 on the 
figure for the same month of 
1953. In tabular form the posi- 
tion is seen to be as follows: 


Jan.-June, 1953 ...... 531,566 
July-Dec., 1953 ...... 551,042 
Jan.-June, 1954 . 577,869 


The IPA survey gives the Sun- 
day Times 1,319,000 readers on 
the basis of a net sale of 551,042 
copies. Of these readers, 75 per 
cent are in the upper and middle 
classes. No other general news- 
paper has such a high proportion 
of its readers in these classes. 

The financial page is read by 
senior executives of all the major 
industries and finance houses, and 
by private investors, and the 
paper is an inevitable choice for 
company meetings, balance 
sheets, prospectuses and invest- 
ment announcements of the most 
important companies. Norman 
Crump is city editor and George 
Schwarz writes every week on 
economic matters in his own witty 
and individual style; many people 
who would never read an econo- 
mic treatise read Schwarz with 
downright delight. 

The wealthy readership of the 
Sunday Times forms an_ ideal 
market for holiday and travel 
advertising. Airlines and foreign 
resorts are regular advertisers. 
Elizabeth Nicholas writes every 
week on travel topics and. deals 
with a large number of readers’ 
inquiries. All the leading estate 


THE ONLY SUNDAY PAPER 
PRINTED AND PUBLISHED WEST OF LONDON 
LATEST NEWS & WEST COUNTRY SPORT 


Established 1808 


THE 
WESTERN 
INDEPENDENT 


Member of the A.B.C. 


| CIRCULATION AREA TORQUAY TO PENZANCE | 


SPECIMEN COPY, RATE CARD, 
CIRCULATION ‘BREAKDOWN’ DETAILS, 
ON APPLICATION TO 


ADVERTISEMENT MANAGER 
7 Alton Terrace, Plymouth 
Tel.: Plymouth 62123/4/5 


D. L. CLACKSON, 80 Fleet St., London, E.C.4 
Tel. : Central 2626 


A. ELLIS, Cromford House, Market St., Manchester 
Tel.: Blackfriars 6987 


THE ONLY WEEKLY PAPER 
PUBLISHED IN PLYMOUTH (POP. 220,000) 


A tense moment in 
the 1953-54 
National Darts 
Teams Champion- 
ship contest, spon- 
sored by the 
“People.” 
Sunday newspaper 
also organises a 
show of racing 
pigeons in aid oj 
the Children’s 
Society 


agents—including Knight, Frank 
& Rutley, Harrods, and Hampton 
& Sons—advertise regularly. A 
comprehensive selection of coun- 
try and town houses, estates and 
farms is offered every week. Ad- 
vertising by the leading auction- 
eers appears every week on the 
same page and Christies and 
Sothebys make their most impor- 
tant announcements in this paper. 


Coverage in Scotland 


The Sunday Post is read by 
every section of the community 
in Scotland. It continues to 
grow in circulation and influence 
and now sells over a million 
copies weekly. This secures for 
advertisers a very dense coverage 
of Scotland's million and a half 
homes. The Sunday Post retains 
its wide column and its five 
column page for advertisements. 

The readership of the People 
has been estimated by the IPA 
survey as 14,254,000. The ABC 
circulation figure for the last 
January to June period was 
5,167,445. The rise of this 
journal has _ been notable. 
Founded in 1881, it was taken 
over by Odhams in 1925 when 
the circulation was running at 
250,000. 

According to the IPA survey 
the class breakdown of the 
readership is in the following 
percentages : 


Upper 18 
Ss. <swwdncettinta toot. 33 
Ss es See 42 
| error! ae 33 


The Sunday Sun circulates over 
the whole of the north-east with 
the greater part of its sale con- 
centrated in the counties of 
Northumberland and Durham. 
The January to June circulation 
figure for this year was 212,336. 
All classes read the journal which 
goes into more than one in every 
three households in the Tyneside 
conurbation, into two households 
out of every five over the whole 
of Northumberland and into one 
out of every four households in 
the more densely populated 
county of Durham. 

The Sunday Sun is important 
to any advertiser who wishes to 


achieve deep penetration of the 
north-east market. 

An advertising feature, “Square 
deals,” for “postal and personal 
shoppers,” offers a valuable and 
regular opening to local and mail 
order advertisers. Much space 
is given to news and features of 
particular interest to readers in 
the north-east, and a page is 
devoted to local entertainments. 
and the region's sport is fully 
covered. 

According to the IPA survey, 
the Empire News has a reader- 
ship of just under 54 million. 
The circulation average for the 
January to June period this year 
has been given as 1,961,230. For 
the same period in 1953 the 
figure was 1,961,052. This is 
very much a family newspaper 
and has a readers per copy ratio 
of 2.8, which, according to the 
IPA survey, is not surpassed by 
any other Sunday paper. The 
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Young artists looking at their 

work at the National Exhibition 

of Children’s Art, organised by 
the “Sunday Pictorial.” 
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ya 
RE ay OLDS 


a N. ws has more adult readers per copy 
(3.1) than any other national 
Sunday newspaper. . . . - . - 


BO EE RT OE eT tet 


aA 
REYNOLDS 


« ee has a higher percentage of 


married readers (72%) than 
any other national Sunday 


aA newspaper. . . « « « «© © «© « » 
REYNOLDS 


a a percentage of readers in house- 


holds with three or more earners 
is the second highest among the 
eleven national Sunday newspapers 


REYNOLDS NEWS 


sn =e et ene in addition to this unique readership, 
i\UWN- "SD Vises a ‘plus’ appeal (through its 
yi tho 
\ \\ Co-operative association) to the 


ALT -1>p ,@a@at trading organisation of the 
OO NATIONAL 
READERSHip OUeMent. . o 0 « € ae 


SURVEY 


F. JAMES ADVERTISEMENT MANAGER ° PIONEER HOUSE —§ WICKLOW STREET © LONDON © W.C./ 
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Frederick Tibbenham Limited 


Page-size to be 
ENLARGED 


from January 1955 


To cater for the increasing demand for bigger 
and better advertising spaces, Furnishing World 
is to increase its page-size to 11” x 8}” commenc- 
ing with the first issue in January next. The 
new type-area will be 10" x 7". The regular 
Art Supplement will also be enlarged to this size 
to provide an unparalleled facility for full-colour 
advertisements on first-class printing stock. 
Space rates will not be increased until Ist January 
next and reservations for 1955 may now be 
made at the present rates, with the usual 
discounts for series insertions. — 


No increase in space rates on 
orders for 1955 placed NOW 


BOOK YOUR 1955 series NOW! 
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importance of the readers as a 
section of the mass market can be 
gauged from the fact that 55 per 
cent of its sale goes into house- 
holds with two or more wage 
earners. Its _ circulation is 
national with the bulk of its 
readers concentrated in industrial 
areas. Most leading national ad- 
vertisers selling goods to the mass 
market find it a good medium. 

An up-to-date and forthright 
approach to the presentation of 
news is characteristic of the 
Empire News. It offers a com- 
prehensive coverage of entertain- 
ment and its features are ex- 
tremely popular. Recent suc- 
cesses in this field include the 
autobiographies of Marilyn 
Monroe and Jimmy Campbell. 
Fabian of the Yard writes every 
week and a new series, “Secrets 
of the atom spies,” by Sir Percy 
Sillitoe, former head of M.L5, 
has just begun. This paper has an 
outstanding reputation for its 
sports reports and features and 
sporting advertisers find it a par- 
ticularly profitable medium. 

From October 3, the Empire 
News has been printed in Cardiff 
as well as Manchester, thus be- 
coming the only Sunday printed 
in Wales. This new venture 
enables the paper to print more 
late news than any other Sunday 
for the important communities of 
South Wales and the West of 
England. 


Class of readership 


The last ABC figure issued in 
respect of Reynolds News gave 
the circulation as averaging 
627,780 copies sold. According 
to the IPA survey the class of 
readership is as follows :— 


r 9.19 

According to the IPA survey 
this journal has more adult 
readers per copy (3.1 per cent) 
and a higher percentage (72) of 
married readers than any other 
national Sunday paper. More- 
over, among the national Sunday 
papers it has the second highest 

rcentage of readers in house- 
olds with three or more earners. 

The readership of the Western 
Independent is drawn from all 
classes in the city of Plymouth 
(population 225,000) as well as 
the other principal towns through- 
out the greater part of Devon 
(including Torquay) and the 
whole of Cornwall. For the past 
six months the circulation was 
36,660 compared with 36,148 dur- 
ing the preceding half year. 

_ Practically all classes of adver- 
tisements are carried, with a con- 
tinuance series of bookings from 
nearly all the motor-car agents 
and distributors in Plymouth and 
the many local new stores, as well 
as all classes of national adver- 
using, except bookmakers’ an- 
nouncements, football pools, and 
advertisements of intoxicating 
liquors. 

The sale of the Sunday Graphic 
shows an increase of nearly 


The 1954 winner of the “Sunday 

Dispatch” and Morecambe 

National Bathing Beauty contest 
for “Miss Great Britain.” 


49,000 for the first half of this 
year compared with the same 
period in 1953 when it was 
1,125,554. According to the IPA 
survey, this journal has a reader- 
ship of more than three million. 
Based on increased circulation, 
the readership of the Sunday 
Graphic is now about 3,122,000. 
A large section of this readership 
is in the middle classes and there 
is a large preponderance of 
women readers. 

Editorially the policy of the 

per is to cater for family and 

ome interests and the adver- 
tising content to a large extent 
reflects this bias, advertisements 
for domestic articles, food and 
cosmetics being particularly suc- 
cessful. The responsiveness of 
the readers can be gauged from 
the success of Gloria's gossip 
column which appears every 
week. Gloria, “the advertising 
lady who hel our readers,” 
comments on the latest products 
of interest particularly to house- 
wives and women readers and 
offers samples of these products. 

The Sunday Mail circulates 
over the whole of Scotland. With 
a circulation (January to June of 
this year) running at 645,078 the 
total readership has been esti- 
mated at 1,750,000—some 45 per 
cent of the adult population of 
Scotland. 

The breakdown of this reader- 
ship by sex shows that 54 per 
cent are women. The problem of 
finding the young readers seems 
to have been satisfactorily solved. 

Most of the advertising covered 
by the Sunday Mail is for nation- 
ally distributed branded products. 
While advertising to the Scots 
presents few special problems of 
presentation, a campaign using 
Sunday pers has to take 
account of the special media posi- 
tion north of the Border. 
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sunday Post 


“000000 


Number of Homes in Scotland— 


1903984 


Total readership... 3,140,000 Total readership... 2,779,000 
Men readers . coum  by450,000 Men readers 1,285,000 
Women readers , 1,670,000 Women readers cut  'y494,000 


Housewives 1,250,000 Housewives 1,071,000 


Number of readers per copy 3.1 Number of readers per copy 2.8 


—Hulton Survey, 1954 —I.1.P.A. Survey, 1954 


D. C. THOMSON & CO., LTD., 186 FLEET ST., LONDON, E.C.4. Phone; Chancery 5086 
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How to pull millions to 
take part in a pool 


Direct mail letters with a difference are coming out of the Vernons football pools 
organisation, Every endeavour is made to bring back into the fold customers who 
have failed to continue with the competition. 


DEPRESSING amount of 

direct mail literature un- 
doubtedly finds its way to the 
waste paper basket simply be- 
cause the appeal to the reader 
is inadequate. 

To print the selling word is one 
thing . . . to get it read is 
quite another. Vernons, one of 
the largest pools firms in the 
world, with a mailing list running 
into millions, leave nothing to 
chance, Their experience in the 
art of selling by the prinjed word 
is probably unexcelled. 

Their job? 

To sell the idea of investing 
in Vernons to win the great for- 


tune of £75,000. 

But it is not as simple as that. 
A fortune we all want . . . but 
whose? And that is where the 


direct mail literature issued by 
Vernons is unusually dynamic. 
Their approach to the question of 
getting more prospects is un- 
doubtedly the most refreshing 
many have seen for years. 


Possibility of switching 


Millions of blue, brown and 
yellow envelopes from all the 
pools firms drop weekly through 
the letter-boxes throughout the 
British Isles. Millions of people 
have their favourite pools firm, 
but Vernons believe that they are 
not averse to switching if they 
receive the right type of appealing 
literature. Vernons’ yellow en- 


velope regularly contains direct 
mail literature of an irresistible 
character, 

At the apenas of the current 
season their envelope enclosed a 
letter portraying an eagle-eyed 
bird carrying an actual piece of 
rubber in its beak to represent a 
worm. The title being, “The 
early bird catches the worm.” 
Copy was straightforward and 
explicit; it did not exaggerate, 
but was action creating, tempting 
and true. 


Featuring the winners 


The next week’s appeal was an 
informative folder about past 
winners, the frontispiece being 
embellished by an illustration of 
a Victorian mantelpiece with an 
overhanging frame in which was 
an actual piece of aluminium foil 
mirror that reflected the reader's 
face... the heading, “You 
may be looking at a future 
£75,000 winner,” told the story in 
a nutshell. 

It was an impressive piece of 
literature, well printed, well pre- 
sented, and certainly designed to 
make the “non investor” almost 
fill in his Vernons there and then. 

There was more to come. 

The third week's envelope con- 
tained another imaginative piece 
of literature which took the form 
of a letter headed “Your first ste 
to £75,000." To dramatise this 
heading an actual plastic foot, 
appropriately placed, was stuck 


A TRVE BTORY FROM Tre FILES OF VERNONS 


1 coi tothe wtp STOP CRYING... START BUYING” 


The news of her big win of G61.478 certainly shook the 
wile,” ssid Mr Winson of Finchley, London © At first Here were 
4 low tears but she soon got over it when | reminded her of al 
the things she could now buy 


Never have we been abie to efford moder: household heipa 
oF even 4 holiday for that matter 


New we are going © mart buying and, believe me we are 


> fet going to wart for anytlung 


A new house with « abou saving bitchen « car 4 eleven 
7. and many other things, -ncluding « business for the boys to 


,_ Sar off in lite under better condinens than we 


And 
al) our lives tanks to Vernore Take my advice 


: 
POST IT TO VERNONS this Soason / 


| fgere we'll wil have enough im the bank wo len 


This heart-tugging shot was sent out in the hope that it would 
—— other people to try for a fortune. The husband's remark 


was re 


ly made and the entire copy was based upon the true story 


of the winners. 


Lot's get 
down to 
Brass Tacke 


ae, 
»~ > 
me ele at. 


1 hope you @ art sae er 
for the Fnows . e may b* pour leeky ween 


. a 
P 
4 Pl a 
at — 
~) ens he 


am, 


; ue eried ‘ 
° ‘ eo except oF 6 


This shot actually had a brass 
paper clip inserted where the 
arrow points to a tack. 


on the heading of the letter. 
Copy again was straightforward 
and was designed to give the 
reader the impression that fortune 
was just around the corner. 

This firm works to a concen- 
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trated of attack which 
includes many individual “gad- 
get” letters designed to look 
different, be different and be 
effective. Many of these letters 
were never received by certain 
sections of the pools investing 
public because they had been 
planned for specific appeals. 

Most of the letters prepared 
to appeal to non-investors are 
extremely subtle, cleverly de- 
signed but have that degree of 
punch which is necessary to com- 
mand a reading and lead on to 
the desired action. 


Developing tradition 


Here are three examples of the 
sort of direct mail approach that 
is rapidly becoming traditional 
with Vernons: 

@“! am tearful... but a 
coupon from you will make 
me cheerful,” begs a letter 
over the signature (and por- 
trait) of one Betty Wilson 
who is described as “Your 
pools clerk.” The top of 
the page was taken up by a 
picture of a life-size eye (pre- 
sumably Miss Wilson's) and 
falling from it was a glass 
“tear.” 

@“I haven't a clue” was how 
another letter began ard 
went on “. . . why you have 
stopped sending in your 
Vernons’.” The “gimmick” 
was the appearance of Sher- 
lock Holmes along the top 
holding up a real glass 
magnifying glass over the 
word “clue.” 

@ “Have we lost face this sea- 
son, Mr. Hoke?” began 
another . . . and alongside 
was a picture of an alarm 
clock . . . without a face. 


Multiple sales promoted by use 
of four-fold cake package 


NEW pack from C. 
Kunzle & Co. Ltd. 
obtains the highest display 
value for confectionery lines by 
a simple use of card and 
printed “Cellophane” cellulose 
film. It preserves the freshness 
of the contents, encourages 
multiple sales and allows wide 
distribution of the fancy cakes 
in convenient consumer quan- 
tities. 
Prominent trade mark 


The lay-flat card (ideal for stor- 
age in qua.atity) is patterned with 
interlocking tabs and slots and 
fold-over portions which can be 
fitted quickly and firmly together. 
Another element, consisting of 
two strips of card folded and 
locked together, is inserted in the 
carton and forms a separate com- 
partment for cach cake. The 
card has a buff finish and is 
printed in red on each side with 
the Kunzle trade mark. 

Further identification is pro- 


This cake package enables the 
product to be presented in a form 
which is both attractive and con- 
venient. Four different fancy 
cakes may be sold at one time. 


vided by the overwrap of 
moistureproof film printed overall 
with the trade mark in white. The 
carton is supplied and printed by 
William Thyne & Co., Ltd., and 
the overwrap printed by John 
Dickinson & Co., Ltd. 
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Urgently wanted 


OLD FOUNDERS TYPE 
ELECTROS +: STEREOS 
ZINCOS -: BRASS RULE 
HALF TONE COPPER 
LINO, STEREO & MONOTYPE 
DROSSES - collected by our 


transport 


PROMPT CASH SETTLEMENTS 
Personal attention assures satisfaction 


HARRISON’S 


E. J. HARRISON LTD. 


Foundry * Mill Green Road 


Telephone: 2231-1881-4054 


To Newspaper Proprietors, Advertising Agents, etc. 


Scrap Metals 


Smelters and Refiners to the Printing and Allied Trades for well over 50 years 


Mitcham 
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Trade and Technical Press Viewpoint 


New emphasis is needed on 


customers’ requirements 


ANUFACTURERS can 

spend thousands of pounds 
on designing, making and pro- 
moting their wares; wholesalers 
and retailers can co-operate to 
the fullest extent and carry 
large stocks; but in the end it 
is on the customers in the shops 
that the popularity of consumer 
goods depends. 

All that is obvious, but, judg- 
ing by recent comments in the 
trade press the time has arrived 
for more serious consideration of 
the point of view of the people 
on the street side of the counter. 


Room for improvement 


This is the sort of thing that is 
being said by executives at trade 
gatherings: “If we look at the 
whole structure of our pattern of 
production and distribution, I do 
not think anybody can doubt 
that there is pienty of room for 
improvement in the methods of 
anticipating customers’ tastes and 
requirements.” 


The speaker in this instance 
was E. Kann, a director of Marks 
and Spencer, Ltd. He went on, 
according to Men's Wear: “The 
consumer is hardly interested in 
the construction of the basic 
fabric as long as he has confi- 
dence in the wearability of the 
garment he wants to buy, and 
provided its finish, its design or 
colouring comes near to his con- 
ception—always, of course, with- 
in the limits of his purse.” 


Buying compromise 


In reality, he went on, the 
decision to buy—with the excep- 
tion of impulse-buying—often 
represented a compromise be- 
tween the customer's taste, his 
own conception of what he 
would like to have or wear, the 
price he could afford to pay, 
and the range of goods that the 
retailer offered him. The range 
was made and prepared in anti- 
cipation of the consumer's likes 
or dislikes a long time before the 
goods were in the shops. 


In the same issue readers were 
told by Charlies C. Knights: 
“Manufacturers are no longer 
content to pour merchandise into 
the market and to allow it to 
percolate through to the con- 
sumer by the economic force of 

vity. Sales promotion policy 
is aimed at pushing the consumer 
to meet the goods coming down, 
and the first person the consumer 


By SCRUTINEER 


meets is the retailer. Salesman- 
ship, therefore, is the arrowhead 
of sales promotion.” 


* * * 


EVERAL trade journals have 

been influenced by the trend 
to adopt measures to help their 
readers in the search for the 
consumer's ideas and preferences. 
For some journals, customer- 
comment articles are not a new 
departure, but in others they are 
breaking entirely new ground. 
Among the latter is /ronmonger, 
and it has really gone to town. 


A number of public figures 
who have become well-known 
“mainly because they are use- 
fully articulate on subjects of 
vital interest to the ordinary man 
and woman” have been invited 
to state what, in their view, cus- 
tomers really want of their iron- 


monger; why they sometimes 
prefer to go to the stores, and 
what improvements in quality 


and service they would welcome 
in their ironmongers’ shops. 


Viewpoint of MP 


The first guest-consumer was 
Barbara Castle, MP, who de- 
clared: “If 1 had a business sell- 
ing household goods, I would 
employ women not merely to 
serve, but to go and see manufac- 
turers and ferret out the goods 
which had the selling points the 
housewife is looking for: milk 
pans with lips that pour cleanly, 


Bap 


At the National 
School Age Cloth- 
ing Fair. Left to 
right; M. Sharpin, 
ICI Publicity; Miss 


Claire Alexander, 
editor, “Children’s 
Wear’; and B. 


Graham Craig, 
editor “Style for 
en.” 


frying pans with matching lids, 
teapots that pour well, saucepan 
lids that are easy to keep clean, 
wooden stirring spoons that are 
designed to get right into the in- 
side rim at the bottom of the 
saucepan, and so on. 


“Having found the goods I 
would then display them in my 
shop in such a way as to call 
attention to their special virtues. 
Or I might run a Housewives 
Week, during which | showed 
articles which had been approved 
by the Council of Industrial 
Design and invite my women 
customers to comment on them. 
Most women would be willing to 
answer a questionnaire during 
such a week—only too delighted 
that at last the trade was consult- 
ing them on their preferences and 
prepared to listen to their ideas.” 


Commenting on the introduc- 
tion of the series, a leading article 
says that, generally speaking, in 
trying to help their readers, trade 
journals are assiduous in consult- 
ing the makers, the distributors 
and the up-to-date retailers, but 
direct reference to the retailer's 
customers, as a regular policy, is 
something new. Yet, as has been 
pointed out in discussion on the 


Many leading industrial press editors and representatives attended 
a luncheon arranged by Nigel Rainbow and Partners Ltd., for their 
clients CVA Jigs, Moulds and Tools Ltd. Lunch was preceded by a 


conducted tour of the works in a number of smal 


parties each 


guided by a technician. 


proposed “Quality Mark” for the 
ironmonger, it is what the cus- 
tomer wants that is decisive. 


* * . 


HE editor of Outfitter as- 
sumed the role of a shopper 

in a recent leading article which 
warned of the dangers of manu- 
facturers advertising direct to the 
public too soon. He wrote: 
“Large scale consumer advertis- 
ing is a wonderful thing for 
creating demand. Advertisements 
in the national newspapers are 
noted, talked about and make a 
roduct familiar to the vast pub- 
ic. Most people in our trade, 
when they become big enough, 
are eager to advertise nationally, 
particularly if they have a brand 
name or are introducing a new 


line. 
Nothing in stock 


“But one of the troubles is that 
some makers advertise too quick- 
ly. Imagine the feelings of the 
average man when he asks at his 
favourite outfitter’s for an adver- 
tised item and is told, ‘Sorry, we 
do not sell them.’ As he tries 
other shops—if he is keen enough 
—and finds the same answer, so 
his interest wanes, and he ends 
up feeling bitter and frustrated. 

“With mass circulation news- 

pers that means not just a big 
oss of goodwill, but the creation 
of a tremendous amount of bad 
will... . We have heard of a 
number of cases in recent months 
where manufacturers have pre- 
cipitated matters with their adver- 
tising, and have omitted to ensure 
adequate retail distribution of 
their goods in the areas covered 
by the advertisement. 

“In one instance, a well-known 
maker of half-hose advertised a 
new brand. Local stockists’ 
names were offered on applica- 
tion. On inquiry we found the 
nearest stockist in London was 
at least a fourpenny bus ride 
away. Is any man likely to re- 
tain enough interest in a pair of 
socks long enough to write to the 


@ Continued on page 410 
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The most powerful 


- 


advertising medium, 
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ADVERTISER'S WEEKLY 


To reach 


all kinds of 
FOOD 
MANUFACTURERS 


COLLINSONS 


ADVERTISING 
AGENCY LTD. 


LEEDS 
advertise in 


FOOD 
MANUFACTURE 


Dawson 
Jar, Bottle, Can, 
Bakers Tray, 
and Utensil 
Washing 
Machines 
FOOD MANUFACTURE 
STRATFORD HOUSE EDEN ST..LONDON, N.W.! 
oe 


FOOD MANUFACTURE is one of the 
LEONARD WILL TECHNICAL GROUP 


4 bun specialised monthly 
journal dealing with all 
engineering in which 
earth-moving and earth- 
moving equipment are in- 
~cast coal and 


MUCK SHIFTER 
and Public Works Digest 
is another publication of the 


LEONARD'H 
TECHNICAL GRO 


CORROSION TECHNOLOGY 
MANUFACTURING CBE eMmIST 
FIBRES (NATURAL 4”D SYWYERTIC) 
Paint ManvursoTUss 
WORLD Chore--aToumrcs 
FOOD MANTRs,CTURS 


| 
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© TRADE PRESS VIEWPOINT —continued 


advertiser and then take the 
trouble of a fourpenny bus ride 
away from his own shopping 
centre?” 

* * * 


POSTER was recently circu- 

lated by the National Union 
of Retail Confectioners for inser- 
tion in members’ windows. It 
advised the public to support 
shops which carried the NURC 
emblem. Commenting on the 
idea in Confectionery Shop, 
“Tough Customer,” a regular 
contributor, declared: “Of course 
it’s a sound scheme to tell the 
public to buy its sweets from 
shops which specialise in confec- 
tionery. Of course it's a good 
idea to suggest that NURC re- 
tailers have something that the 
others haven't got. 

“But if you really want to 
convince the public that NURC 
shops are better than others, you 
must give a good reason. 

“Surely, the story should be 
that an NURC retailer is a re- 
sponsible retailer. That his goods 
are stored in hygienic conditions. 
To put that story over forcibly, 
a poster isn’t enough. 

“As for the design of this 
poeaeet It reminded your 

umble columnist of a pre-war 
rice-cutter’s work. Red and 
lack are NOT the colours of 
confectionery. Sweets are gay 
and gracious and—sweet. Will 
somebody please introduce the 
NURC to a good designer.” 

* + * 


HE annual Christmas Sale 

number of Hairdressers’ 
Journal, published last month, 
was bigger than ever before. 
Each year it has passed the previ- 
ous year’s size and this year's 
issue established a new record 
with its total of 112 pages and 
an unequalled number of adver- 
tisement pages in colour. 

“Such progress can be due only 
to one cause; that this annual 
number brings better business for 
both readers and advertisers,” 
comments the journal, “For hair- 
dressers are daily increasing their 
share of the counter sales trade, 
not only in cosmetics, perfumes 
and toilet preparations but in 
allied beauty accessories such as 
jewellery, brushes, travelling toilet 
sets, handbags and the like. 

“The evidence is not only in 
the size of this issue of the jour- 
nal. Dealers in toilet goods and 
jewellery tell us of increases in 
the volume of business to hair- 
dressers, especially after the 
Hairdressers’ Journal has drawn 
attention to the profitable possi- 
bilities in a section of the market. 

“An increasing number of 
readers is asking for detailed ad- 
vice on counter sales and beauty 
culture. As a craftsman and an 
expert on beauty, the hairdresser 
is now assuming a new import- 
ance in the field of beauty. The 


| craftsman at the counter is the 


| 


right person to act as the public's 
buying agent and adviser and as 
the maker’s selling agent.” 


HE fish industry has been 

misleading itself for far too 
long, declared Fish Industry in a 
recent leading article, which went 
on to explain: “A surge of super- 
ficial optimism ran through all 
the trade association meetings 
and social events last year. We 
were convinced that prices were 
not too high. The derationing of 
meat would not worry us unduly, 
Fish would sell on its merits. 
Meat would be too expensive to 
buy. But the free sale of meat 
is causing the sale of fish to droop 
disastrously in some districts. 
Increased costs at the production 
end are still being passed to the 
public. Are the attempts to 
absorb them drastic enough? 


“Many, many months ago Fish 
Industry was advocating a new 
attitude to retail selling. Many 
retailers who equipped their pre- 
mises in the modern manner are 
doing far better business. Unfor- 


tunately, there are those who mis- | 


judged the reaction of their kind 
of customer to a refrigerated 
palace. ... The ineffective re- 
tailer is the weak link in the fish 
industry sales system. Without 
resourceful co-operation from 
him, all the money spent on pub- 
licity is waste. No product will 
sell itself, however widely and 
persistently it is advertised.” 


» * 7 


HE closely 
sciences 


inter-dependent 
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PAINT 


The Paint, Oil & Colour Journal is 
the most popular and the best in- 
formed publication in these indust- 
ries. It is read by all the technical 
and commercial executives. 


OIL AND 


The Paint, Oil & Colour Journal is 
the only trade paper in its particular 
field with A.B.C. Circulation and 
has a world wide distribution and 
an average of four readers per copy. 


COLOUR 


The Paint, Oil & Colour Journal has 
more than three hundred regular 
advertisers representing every sec- 
tion of the industries, a most effec- 
tive advertising medium. 


JOURNAL 


Your next appropriation should 
include The Paint, Oil & Colour 


| Journal. Send now for rates and full 


of telecommunica- | 


tions and electronics have ad- | 


vanced at such a rapid pace 
during recent years that a wide 
gap has inevitably arisen between 
the designers in these fields, and 
the vast number of present and 
potential users of telecommunica- 
tions and electronic equipment. 

In its first issue Communica- 
tions and Electronics announced 
that its prime aim would be to 


bridge the gap; to provide the | 


link between the designer and the 
user: “ We consider this to be of 
vital importance, especially from 
the point of view of users of 
British electronic and communi- 
cation equipment abroad. 

“In adopting this approach, we 
have in mind the interests of busi- 
ness and industrial executives, 
production and plant engineers, 
communication officers, harbour 
controllers and specialists in 
many other fields who, although 
not necessarily trained in elec- 
tronics are, nevertheless, becom- 
ing increasingly concerned with 
the manner in which electronic 
and allied techniques are at pre- 


sent affecting their work; or 
might well do so in the future.” 
. * * 


LTHOUGH readers of the 

Journal of Decorative Art, 
generally, appreciated the reasons 
advanced for the changing of the 
name to Painting and Decorating, 
there were many expressions of 
regret at “the passing of name 
for which many had a much 
greater affection than we had 
imagined,” the paper reported. 


particulars to 83-6, Farringdon St., 
London, E.C.4, Phone: City 4788/9 


To-day’s 


Advertising 
Specialist 
is primarily 
a Sales 
Strategist 


since the greatest 
contribution an out-front 
advertising man can make 
to an advertiser's expan- 
sion is new, shrewd sales- 
tactical thinking. 


More of this inthe New Year, from 


The Salo Pcp 


(alias Barrington Bree), who is 
too busy to deal with new develop- 
ments this side of Christmas. 
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4i1l 


Technical Print Review 


Trend of improvement in 
British printing design 


In his monthly survey of technical print ROGER DARCY 
finds grounds for thinking that considerable improvements are 


being made. 


A recent publication about an oil refinery is 


analysed along with some items of value to engineers. 


T may be the autumn air 

and the slight amount of 
sunshine we are experiencing, 
but I have a definite feeling 
of optimism about British 
printing design. Examples 
that have been sent to me 
lately point to great improve- 
ments. 

The oil companies are great 
believers in well-designed print- 
ing, and comment was made re- 
cently on brochures produced by 
Iraq Petroleum and _ Anglo- 
Iranian. Now, P. F. Matthews, 
information officer of _ the 
Vacuum Oil Company, sends me 
a copy of a booklet on the Cory- 
ton refinery, which was opened 
by the Queen Mother in May. 
This had such an attractive air 
that as soon as I looked at it I 
turned at once to see the imprint. 
What I saw reassured me. This 
booklet was designed by the well- 
known London Typographical 
Designers Ltd. and was printed 
by one of Britain's finest printers 
—the Kynoch Press. The cover 
shows an excellent colour picture 
of the refinery. This follows the 
practice of other oil companies 
and is perhaps not very original, 
but when you think about it, it 
is the most obvious thing to do. 
There is a red label with the 
words “Coryton Refinery” in re- 
verse in one of the finest display 
types—Albertus. 

Inside, the brochure continues 
to give off an elegant air. The 


text is carried on good quality 


white matt paper, with headings 
printed in red. The first-class 
half - tones, showing various 
aspects of the refinery, are on 
surfaced paper. Title page and 
a pull-out plan of the refinery are 
on a light green paper, and there 
is also a dust wrapper of thick 
transparent foil which completes 
the feeling that the firm respon- 
sible for this brochure must be 


a very superior organisation— | 


and sureiy that is what printed 
publicity should do for a firm. 


System for roofing 


From Herbert I. Thompson 
Ltd. comes an interesting bro- 
chure for Lattice Shell. 


No, this | 


is nothing to do with oil com- | 


panies this time. 
a structural system for roofing 
large spaces, giving adaptability 
in design. The purpose of the 
brochure is to give to architects 
and potentially interested laymen 
a simple clear and complete 
icture of the new system, and it 
as been tackled in a first-class 
manner. The design intention 
was to present the facts about, 
and possibilities of, Lattice Shell 
effectively and briefly in logical 
sequence. 

Cover design was intended to 
establish the name Lattice Shell 
and suggest the type of structure 
which the new system entails. So 
Rockwell Shadow was chosen for 
the name because it seemed to 
give an impression of lightness 
and strength. The Gill sans 


@ Continued on page 414 ,¢ 


A double page spread from the brochure issued by the Vacuum Oil 


Company to describe their refinery at Coryton. 


This diagram sets 


out the refinery process scheme and the numbers given above the 
pictures are in reference to the plan of the plant which is given at 


the back of the booklet. 


In Roger Darcy's opinion the feeling 
engendered by this piece of print is that the firm responsible must 
be a superior organisation. 


Lattice Shell is | 


ADVERTISER'S WEEKLY 


a quvoup of nine 
influéntial newspapers 


A.B.C. NET SALES 


Associated Kent Newspapers Ltd. 
LONDON: E.W. PLAYER LTD., 30, FLEET ST. ECA. 


SYREN ano SHIPPING 


is the Shipping Paper 

if you want to reach 

the leaders in Shipping 
and Shipbuilding 


Read since 1896 by Owners, Naval Architects, 


a Superintendents, Shipbuilders and design 
staffs. 


Send for a specimen copy and rate card to: 


Syren & Shipping Led., 26/28 Billiter Street, 
London, EC3. Tel No, Royal 5322 


A reliable medium for HOME 
& EXPORT advertising, reach- 
Ing the firms that matter, read by 
executives in all branches of the 
Metal and its allied industries. 


TWICE weexty 
TUESDAYS & FRIDAYS 
Published by 
METAL INFORMATION BUREAU LTD 
Birkett House, 27 Albemarle St., London, W./ 


A FIRST QUALITY PRODUCTION WITH 
EDITORIAL AND WEWS TO MATCH 


EMMOTT & CO., LTD., 31 KING ST. WEST, MANCHESTER, 3 
LONDON OFFICE: 50 TEMPLE CHAMBERS, TEMPLE AVENUE, E.C.4 
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The humanised battery device. 


Battery 


sales aids 


WO sales aids 

introduced by the General 
Electric Co., Ltd., which lend 
themselves to lively counter and 
window displays. In each of 
them a humanised battery holds 
a banner bearing the slogan 
“GEC batteries—always __reli- 
able.” One model is based on a 
unit cell lighting battery, the 
other round a radio battery, Both 
units are brightly coloured and 
sturdily made. 


have been 


Four different types 


The company has also intro- 
duced a new battery dispenser 
for the counter. This stocks four 
different types of battery, the 
prices being clearly marked on 
the front of the container. The 
coloured background, showing a 
cyclist at night, draws attention 
to the dispenser. 


Another new sales aid displays 
seven torches from the GEC 
range, suitable for all tastes and 
pockets. The prices are printed 
clearly alongside the torches. 
This unit, too, is especially suit- 
able for counter display. 


Four different types of battery 
can be set out in this display. 


Reaches an in- 
fluential section 
of professional 


y = Nh 
z 


for practising 
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THE BRITISH CLAYWORKER 


Leading world technical / 


Overseas Sales ope 33% of total 
CLAY & BRICK PUBLICATIONS, LTD. 
w.c2 


GAS JOURNAL 


Newspaper and expert technical 
weekly 


GAS SERVICE 


The specialist for Gas Sales 
Service Staffs 


11 Bolt Court, Fleet Street, E.C.4 


PAINTING & 
DECORATING 


ote The Journal of Decorative 
tish Decorator. Est. 168! 


pe pins journal for all associoted 
with the Painting and Decoroting Trade 


tbe mine by 
Industry m over 
x0 Countries 


Read by Works Engineers, 
Machine Designers, Oil § 
Company Executives, etc., 
ALL OVER THE WORLD § 


SCIENTIFIC PUBLICATIONS © 
3 Clifford Street, London, W.! 
Telephone: REGent 7996 


=e 


“Overseas 


Media 
= 


NEW SPAPERS 
PERIODICALS 


Pass your Overseas Space Buying 
problems to 
PUBLISHING & DISTRIBUTING 
CO. LTO., International Press Rep- 
resentatives. 167 STRAND, W.C.2. 
Tel.: TEM 7595, 6534 
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THE WORLD'S 


PAPER 


TRADE REVIEW 
THE ONLY trade paper in 
its particular field with 
A.B.C, Circulation. World 

wide distribution averages 

six readers per copy 


329 HIGH HOLBORN, LONDON, W.C.1! 


Monthly journal 
for the paper buyer, 
merchant stockist 
and printer. 


83 TUDOR ST.LONDON.EC4 


RINTING| 
gry 


THE ONLY TRADE WEEALY 
329, HIGH HOLBORN, WCI 


PAPER & PRINT 
Pepermakers C~—- 


among big = users 
729 HIGH HOLBORN, W.C.! 
Tel: HOLborn 7759, 2291/2 


CANNING AND PACKING 


| Specialist monthly magazine for 
* food manufacturers, canners and 
| users of containers and other 
packaging materials. 
CANNING PUBLICATIONS 
tee * TY. ST., LONDON, E.C.2 
: MONarch 1995 
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WILK: INDUSTRY 


DAIRYING 


PROCESSING, DISTRIBUTION 
AND SALE OF MILK 
AND MILK PRODUCTS 
The Most Influential 
Journal in British Dairying 
The Milk Industry, 
37, Queen's Gate, London, S.W.7 
Western 98/6 


Good Photography 
Monthly—for all 


amateur photographers 
Bet Court, Meet Street, £.C.4 


fh SHOR & LEATHER 


RECORD 


Founded 1886 


The Pioneer and 
Progressive Paper 


GRANVILLE HOUSE 
ARUNDEL ST. LONDON WC2 
Tel. TEM 5524/6 


se News | 


eadi ng 


Weekly Shoe & 
r 
Leather Trade — 
SPENCER HOUSE, SOUTH PLACE, E.C.2 


TEL. MONARCH 0666 GRAMS: ALSHUMUZE 
Rate card and specimen copy on application 


Britain's I 


SCHOOLMASTER 


AND WOMAN TEACHER'S CHRONICLE 


The Journal of The 
National Union of Teachers 


National Weekly Circulation. 
Reaches School Teachers 
throughout Great Britain 


All enquiries to: 


THE SCHOOLMASTER PUBLISHING CO., LTD. 
HAMILTON HOUSE, HASTINGS STREET, 


LONDON, W.C.! 


CONTRACTORS’ RECORD 


and 
Municipal Engineering 
(1908) 
Read by 
the Contracting and 
ee Industry 


every Municipal Engineer 
throughout the United Kingdom 


LENNOX HOUSE, NORFOLK STREET 
LONDON. W.C.2 


ADVERTISER'S WEEKLY 


Catalogue Show 


DISPLAY titled “100 Good 
Catalogues” was recently 
organised jointly by the British 
Federation of Master Printers and 
the Council of Industrial Design 
Below are some of the exhibits 


EDUCATION 


The Official Organ of the 
Association of Education Committees 


Published Every Friday 
aeeeennceneneccccans 
Read by Members and 
Officials of Local Educa- 
tion Authorities, School 
Governors and Managers, 
and others engaged in 
national education. 


10 Queen Anne Street, 
London, W.1 Museum 1425 
Zz Food = 


” 167 STRAND, W.C.2 
Covent Garden 2677 


MUNICIPAL 
ENGINEERING 


founded 1874 


Cover and spread of the cata- 
logue for GEC Ltd. 


The Surveyor 


AND MUNICIPAL AND 
COUNTY ENGINEER 


The influential journal for all 
advertisers who sell to 

Local Authorities 

Public Works Contractors 
The Building Industry 
Architects and Surveyors 
Advt. Mar. A. R. Caldwell 

8 Southampton Row, WCI 
Telephone : Holborn 0452 


Architectural Press Lid.’s book 
list Roneo catalogues ; catalogue 
for Artist Partners Lid. 


The 
MUNICIPAL 
JOURNAL 


founded 1893 
The only weekly technical 
journal read in every local 
government department. 


3 Clements Inn, W.C.« 
HOLbors 2827 


| 
Coldrator catalogue designed by 


| Stuart Advertising, Lid.; Mar- 
| shall & Snelgrove perfume cata- 


@ Continued on page 414 


logue, designed and printed by 
Chiswick Press, Ltd. 
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PTRADE AND SPECIALIST 


JOURNAL OF THE OIL 
& COLOUR CHEMISTS’ 
ASSOCIATION 
Monthly publication with 
world wide coverage, having 
a leading position in technical 
¢ literature 
Memorial Hall, Farringdon 
Street, London, E.C.4 
CENtral 2120 


‘THE BRITISH 
and Overseas 
PHARMACIST’ 

The journal for the pharmacist 


technician and buyer at home and 
all over the world. 


194-200, Bishopsgate, London, E C.2 
AVEnue 1444/5 


oo 

—\ , 
The International 
Used bg All Trades tor the 


*% Nationalised Industries 


40 Sackville Street, London, W.1 
Telephone: Grosvenor 7281 


—— The 


The Monthly Register of 


Publications 


OVER 10,000 
CIRCULATION IN MUNICIPAL 
AND ALLIED HEALTH FIELDS 


THE ROYAL SANITARY 
INSTITUTE JOURNAL 


90 Buckingham Palace Road, $.W.! 


PUBLIC HEALTH 


OFFICIAL JOURNAL OF THE 
SOCIETY OF MEDICAL OFFICERS 
OF HEALTH. 


TAVISTOCK HOUSE, 
SQUARE, LONDON, W.C./ 


EUSTON 3923 


MUNICIPAL 
ENGINEERING 
founded 1874 
The specialist weekly journal 


teaching every officer in the 
public health service. 


4 Clements Inn, W.C.1 
HOLborn g502 


THE SANITARIAN 


Official Journal of the 
Sanitary Inspectors’ Association 
THE SPECIALIST JOURNAL 
ON ALL AS”ECTS 
OF HYGIENE AND SANITATION 
19, Grosvenor Place, London, S.W.1 
SLOane 1770 


WOODWORKING 
INDUSTRY 


The technical journal of 
the timber using industries, 
180 Fleet St., London, B.0.4 
Tel, : CHA 8844 


THE 
MEDICAL OFFICER 
Since 1908 the only professional weekly 

for doctors in the 


PUBLIC HEALTH AND 
SCHOOL HEALTH SERVICES 


72/78 FLEET ST., LONDON, E.C.4 
CENeral 5574/5 
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e TECHNICAL PRINT REVIEW —continued 


family was selected for all other 
type because of its non-bookish, 
functional appearance, the inten- 
tion being to convey a “construc- 
tional” effect to the eye. This is 
the best outlook on typography 
for industrial products and 
Herbert I. Thompson Ltd. have 
carried it out well. Only a minor 
blemish appears—and that is the 
hand lettering on the back of the 
brochure, which is crude and 
poor and rather spoils the back 
cover. Loxley Brothers Ltd., the 
printers, have done a good job, 
using for the cover White Ivorex 
three-sheet postal board, double 
varnished. Text is on White Art, 
Double Crown 50-lbs. 


Good solid jobs 


The next two pieces of print- 
ing are not so good. They are 
good solid jobs, but I feel they 
need just that little bit of “lift” 
that a smart print designer could 
give them. 

The first comes from Siddall & 
Hilton Ltd., manufacturers of 
beds in Sowerby Bridge, Yorks. 
Their latest catalogue is in loose- 
leaf form, with a strong sturdy 
cover carrying a shiny print 
showing one of the firm’s quite 
modern beds. Inside, each manu- 
factured item is on a loose leaf 
with a thumb index. The index 
is printed in a sans type, lower 
case only, and is quite contem- 
porary. Frankly, there is little 
or nothing wrong with this cata- 
logue. I just wish they had not 


used a buff paper with printing 


This is the front cover of the 
catalogue of standard files and 
rasps issued by William Jessop & 
Sons Ltd., and J. J. Saville & Co., 
Lid. In the opinion of Roger 
Darcy this is a good solid piece 
of work but one which could 
surely have been enhanced by a 
good display type such as 
Albertus. The bled off illustra- 
tions are excellent and so is the 
printing. The top section of each 
illustrated page is a greeny-blue. 
Inside the front cover is a pocket 
for a price list. 


The Coryton refinery was opened 

by the Queen Mother in May and 

she is seen here with B. R. Fraser, 

refinery manager, before a model 
of the plant. 


in brown, and that the binder was 
not in a rather dull browg also. 

If effort had been made to 
use really bright colours the 
whole thing would have knocked 
the public cold. Also, while the 
thumb index pages are quite 
clever—autilising small line draw- 
ings of each product — beds, 
headboards, divans, etc., and the 


sans type—the actual pages 
giving full details are rather 
orthodox. 


Item for engineers 


The same attitude can be 
adopted in respect of the new 
files catalogue of the Jessop- 
Saville organisation of Sheffield. 
It is a good solid piece of work, 
being printed by Ben Johnson of 
York with the layout and artwork 
by H. E. Boulter Publicity Ltd., 
of Sheffield. It is probably very 
acceptable in the engineering 
firms to which it goes: but one 
finds it hard to like the yellow 
and black cover or the rather 
ordinary hand lettering. The cut- 
out files are good and they would 
surely have been enhanced by a 
good display type—say Albertus. 
Yellow and black are sickly—red 
or green would have been pre- 
ferable. However, that is a per- 
sonal view and I cannot say 
much either for the combination 
of a sort of greeny-blue with 
black inside. 


Excellent illustrations 


The layout is good—each file 
cut out and printed on a solid 
background with -full details of 
its make and use, together with 
a table showing dirnensions: but 
is the use of “tooled” display 
types effective on solid back- 
grounds? The bled off illustra- 
tions are excellent and so is the 
printing. Perhaps it may be 
thought that I am pernickety and 
over-critical about these last two 
examples. Yet it should be re- 
membered that colour is a very 
important factor in printed pub- 
licity and much greater attention 
should be paid to the choice of 
inks for printed jobs of this 
nature. 
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AN IMPORTANT STATEMENT BY 


INDEPENDENT 


NEWSPAPERS LTD. 
OF DUBLIN 


HE only Net Paid Sales figures ever issued by this Company have been those Audited and Certified by the 
Dublin Chartered Accountants, Craig Gardner & Co. 


‘THIS policy of being perfectly frank with Advertisers and Advertising Agents has been consistently followed 
for nearly fifty years. The “ Irish Independent” group was the FIRST in Europe to issue Auditeor- 
Certified net paid sales 


QUR Net Sales figures have never been issued to cover only specially selected high-peak months-—but at periods in each 
year customary among newspaper publishers who issue only Auditor-Certified s/atements. 
BASED on these principles, here are the Auditor-Certified Net Paid Sales of the publications of Independent 
Newspapers Ltd., during the nine months ending September 1954 : 
Average Daily Average Daily Average Weekly 
IRISH EVENING SUNDAY 
INDEPENDENT HERALD INDEPENDENT 


197,484 124,971 381,694 


These are the only Auditor-Certified Net Paid Sales published by any Irish newspaper for the First Nine Months 
of this year. Each of the above Averages is guaranteed to be the HIGHEST in its category in All Ireland, 


Sete a 


SPECIAL MEMO FOR SPACE BUYERS 


Worthy of note, too, is the fact that the figures of 386,217 (April) and 385,430 (May) for the SUNDAY 
INDEPENDENT were the HIGHEST Auditor-Certified Average Weekly Net Paid Sales reached by any 


Irish Sunday Newspaper during the above period. ‘They have been already published in our own papers 


and in the Trade Press. 


a cali 
; 


London Manager : Advertisement Manager : 
L. C. Blennerhassett BE. C. Maguire 


118 Fleet St., E.C.4 Independent House, Dublin 
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ALTHOUGH K. M. Jarvie isnot 
4 big man physically, he impresses 
me as beng eminentiy able to tackle 
the big job of direeting trade publicity 
at Australia 
House to 
which he was 
recently ap- 
pointed. His 
particular 
“ pigeon” is 
the sale of 
Australian 
food products 
in the U.K 
These com- 
prise butter 
and cheese, 
dried fruits, 
fresh apples 
and pears, 
canned fruits, 
meat, and honey-all, except the last, 
having the support of marketing 
boards. Britain is easily the biggest 
consumer of Australian food com- 
modities, annual imports being in 
the region of £140—180 million 
annually, This is, however, only a 
tiny part of Britain's total food con- 
sumption ; and the scattered distri- 
bution of Australian foods here 
brings its own advertising problems. 

I gather that an annual appropria- 
tion of £250,000 will be in order if 
the returns justify it. Individual 
Australian food exporters will also 
come into the marketing scheme here. 


THE LITTLE ‘AUSSIE’ WITH A BIG JOB 


There is a London publicity com- 
mittee comprising the Deputy High 
Commissioner, 3 McCarthy, as 
chairman; G,. Patterson, Trade 
Commissioner ; Mr. Jarvie, and the 
London representatives of the market- 
ing boards, each of whom, naturally, 
is thoroughly au fait with the position 
of his product in this country. 

Previous to coming here, Mr. 
Jarvie was copy chief and senior 
account executive with J. Walter 
Thompson's in Sydney, and before 
that, assistant advertising manager of 
Farmer's, the big Sydney store. He 
is married, has a son of two, and lives 
at Guildford. 


Champion ‘thief’ 
is new compere 


Turp generation of a line of 
stage pickpockets is compering the 
new series of Pye's “People Are 
Funny” programmes to be broad- 
cast from Radio Luxembourg 
throughout the winter months, 
visiting theatres and halls through- 
out England, Scotland and Wales. 
He is bearded, six-foot Vie Perry. 
Not only does Vic regard himself 
as the biggest thief on the stage, but 
he also claims a world pickpocket- 
ing record, having filched 20 objects 
in 30 seconds, removed the braces 
of the New York Commissioner of 
Police, and demoted General Eisen- 


ok ADVERTISING MANAGER’S CORNER | 


Clever Cut-ouls 


TOUGH CUSTOMER? 


If you're the hard-to-please type who looks every 
gift horse in the mouth and grumbles if there aren’t 
a couple of Derby winners in its pedigree ; if you 
like it to be known that you weren't exactly born 
yesterday ; that you're too old a bird to be caught 
with chaff and that anybody who wants to put one 
over on you will have to be up pretty early in the 
morning. And if on top of all this, you know a bit 
of good colour printing when you see one, but don’t 
see why you should pay all that for it, then you're 
just the sort of crusty, hard-boiled, tight-fisted 
shell-back that will make a happy and satisfied 
Harris client if you give the old firm half a chance. 


Distinctive Showcards 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29.30, KINGLY STREET, LONDON, W.! 
Tel.: REGent 3295/6/7 


T. H. Turner (extreme right) talks to guests at the party to celebrate his 


40 years with the “Jewish Chronicle.” 


manager and secretary, “Jewish 


Chronicle’ 


Chronicle’), 
managing director), A. § 
T. 


Left to right: A. B. Guthrie (general 
D. F. Kessler (‘Jewish 
mhart (“Jewish Chronicle’), and 


(J. Buchanan Ltd.). 


hower from a five- to a three-star 


general ' 


Earlier in his life he was a 
European heavyweight wrestling 
champion, during which time he 


claimed the world chest expansion 
record. He has appeared on the 
screen in twenty films, and has 
also been a dental mechanic's assis- 
tant, a junior reporter on the 
Bournemouth Daily Echo, a beach- 
comber in the South Seas, a race- 
horse owner in the West Indies, a 
sales assistant to a Boscombe carpet 
firm, a page-boy at the Carlton 
Cinema, Bournemouth, an authorita- 
tive writer on the art of mixing 
drinks, and a kennel boy to a 
breeder of samoyeds. Amongst his 
hobbies is painting neckties for his 
friends. He has lectured on pick- 
ing pockets to the FBI, and police 
departments in ten countries, and 
is an actor, card sharper, magician, 
mind reader, hypnotist and 
cartoonist. Also inventor—he 
invented a special gun for children 
to use when spreading toothpaste 
on their toothbrushes. 


New ‘Associate’ 


WHEN | received an invitation 
from W. H. Gollings to meet a new 
“Associate” | wondered what adver 
tising tycoon it was whom Bill had 
roped in to his very live agency. 
It turned out to be somebody very 
much nicer than any tycoon, namely 
his charming wife “Eddie.” Actually 
the wedding took place some time 
ago, and the affair at the Savoy last 
Friday was by way of being a 
wedding breakfast to Bill’s many 
friends of the press, advertising, 
films, stage, radio, and business. 

Rarely have I attended such a gay 
affair. If I mention such names as 
that of R. J. Gregg, publicity man- 
ager of the Gas Council (who 
brought the house down with two 
appalling puns—‘The food is eddie- 
bill” and “even a therm will turn’’!); 
Al Reed, who replied for the guests ; 
Vernon Holding, of Hulton’s: 
Philip Zimmerman, of Business 
Publications ; G. K. LeFevre, of the 
Daily Mirror; W. Memory of the 
News Chronicle; and _ cartoonist 
David Langdon— it is merely to give 
some sort of cross-section of the 
people, more than a hundred of 
them, who were present to partake 
of Bill's and Eddie’s wedding cake 
and wish them all the best. 


* * * 


EXRNEST R. ADAMS, chairman of 
Adams Brothers & Shardlow Litd., 
was presented with his portrait in 
oils on his 80th birthday, at a 
luncheon party held at the 
Armourer's Hall. 


Popular veteran 
May | add my congratulations 
_ H. T 


to the many that urner 
has received on his forty years’ ser- 
vice with the Jewish Chronicle, where 
he is now the paper's senior space 
seller. Tommy's popularity with 
agency space buyers was obvious ai 
the cocktail party he gave to cele- 
brate the occasion at the Stadium 
Club last week, and which I had 
the good fortune to attend. 

His forty years with the paper is 
rivalled, and indeed beaten, by 
general manager A. B. Guthrie, who 
is now, I am told, in his 53rd year 
there. At the party Mr Turner 
paid generous tribute to the help 
he has received from Mr. Guthrie 
during their long association 

Mr. Turner was presented by Miss 
Sadie Gold of Greenlys Lid. with a 
cigarette holder and a lighter, sub- 


scribed for by his many space- 
buyer friends. 
* * * 


First Englishman to head the 
Goodyear Tyre and Rubber Co 
(Great Britain), Ltd., is Archibald 
S. Bishop, formerly sales director 
and now managing director. Mr. 
Bishop showed a salesman’s practi- 
cability back in 1920, when passenger 
transport authorities feared that the 
giant pneumatic tyre had the 
potential danger of a small bomb. 
They said that if a giant tyre on a 
bus burst, not only would the 
vehicle overturn, but pedestrians in 
the vicinity would be injured by 
glass broken by the explosion. 

Mr. Bishop had a bus run over a 
plank with sharpened steel spikes: 
the vehicle did not overturn, so the 
giant pneumatic tyre was “on its 
way.” 

He succeeds Walter A. Hazlett, a 
very popular American, who returns 
home shortly. 


CONTACT 
WEEK'S WISECRACK 


“Our client wants to do 
some peddling at the Cycle 
Show.” 
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Amami Wave Set 
Andrews Liver Salts 
Alka-Seltzer 
Ardath Tobacco Co. 
B.M.K. Carpets 
Batchelors Soups 
Bisto 
Button’s Chocolate Coconut Squares 
Beecham's Powders 


Cephos 
Cerebos Salt 


careful planning aes ha 


Corona Family Drinks 
Cadbury's Chocolates 
Cadbury's Chocolate Biscuits 
Cadbury's Drinking Chocolate 
Colman's Mustard 
Crooke’s Halibut Oil 
Coca-Cola 


and good resul ts Dobie’ enna Cigarettes 


Fry's Chocolate 
Gloria Shampoo 
Guinness 
Gillette Razor Blades 
Hartley's Jam 
Ilford Films 
ae 5 Johnson's Furniture Cream 
) Keystone Burgundy 
1t Littlewood’s Pools 
McDougall’s Flour 
Macdonald's Chocolate Biscuits 


Mac Fisheries 
Maldano Cocktails 
National Milk Publicity Council 
Nivea Creme 
Omo 


Outspan Oranges 
Pear's Soap 
Prom 
Persil 
Pascall’s Sweets 
Rolo 
Spangles 
Spiller’s Shapes 
Saxa Salt 
a Egg Flip 
erocalcin 

F Surf 
eo Spry 
These are som A Stork Margarine 
ounger § Scott's Porage Oats 
rs who used Y e eg Bread 
ide 


Vernon's Pools 
wed their bookings for 1955, se 


that Younger’ s is 


effective medium. 


Many Famous Names 
the National 


Advertise 


during 1954- 


Many have rene 


at e 
because they appreciat 


conomical and 


as y be obtained from : 


i ‘jlms ma 
i _minute Films 
ls of Younger }-minute Filmlets, and 4-m 
; * 
Full details © ¢ 


TIONAL SALES 
DANIEL F WARNOCK, DIRECTOR OF NA 


FILMS AND 
YOUNGER (vir 


nN, W.! 
2B ALBEMARLE STREET, LONDO 


LTD., 
YOUNGER PUBLICITY SERVICE 
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36 ad pages in 


new BBC annual 


The first issue of Radio Times 
Annual—which has taken the place 
of the BBC Year Book-—has %6 
pages of which 36 are devoted to 
advertisements. A full-colour cover 
features a scene during the tele- 
vising of Cafe Continental. A re- 
view of the work of the BBC during 
the year is given by Sir lan Jacob, 
director general, and other articles 
are provided by leading figures in 
all the fields of radio and television 
entertainment. 

+ 7 * 

Posters and display advertise- 
ments in the provincial newspapers 
of the Republic of Ireland will be 
used by the Irish Times to publicise 
a series of articles on “A United 
Ireland?” written by a former 
auditor general of ee: Ireland. 

” * 


Two special issues of The Con- 
tract Journal are being produced to 
cover the Public Works and Muni- 
cipal Services Congress and Exhibi- 
tion to be held next week at 
Olympia, London. This week's 
issue of 192 pages, which equals the 
récord 75th anniversary number 
published last June, includes 40 
advertisement pages in _ colour. 
Next week's issue will have a special 
front cover advertisement in full 
colour and silver designed by 
Donald Macdonald (Advertising) 
Lid., on behalf of BE. Boydell & Co., 
Ltd., contractors’ plant manufac- 
turers, Manchester. 


NEW! 
DRAMATIC 


New dramatic effects 


Exhibition Stands, Outside 
Hoardings. 


Publications News and Notes 


in metal 
sculpture for Window Display, 


Circulation of the Sunday Times 
during October reached an all-time 
record, with an average weekly net 
sale of 602,053. 

* +. a 

Christmas issue of Amateur Cine 
World will have 200 pages with 85 
pages of advertisements, many of 


them in two colours. It will be 
the largest ever published. 
” ” ” 

Eight full- lates in four 
colours will "be included in the 
December issue of 
Camera World. 

” * ” 


Net sale of the Daily T 
during October was 1,057,236. 


‘Esquire’ circulation 

Circulation figures for the British 
edition of E e were: June, 1954, 
oan! July, 76,502; and August, 


a . 

The annual Insurance Survey of 
the Investors Chronicle wil! appear 
in the November 27 issue. 28 pages 
of illustrated articles will be devoted 
to all sides of insurance. 

” ” + 

Last week's Lincolnshire Standard 
series carried a half-page advertise- 
ment for Poppy Day paid for by 
100 local traders. The cost of the 
space was oversubscribed by £30 
which is to be handed over to the 
Earl Haig fund. 

” + + 


Colin Turner (London) Ltd. has 
been appointed British and Euro- 
pees representatives for Belize 

board, the English language 
newspaper of British Honduras. 


Cherries in the Snow 


mm 


November issue of Vogue carries a 
promotion for “Cherries in the 
Snow” featuring Revion’s nail 
enamel and lipstick and a ski-jacket 
by Berg, which is lined with cre 
satin, specially designed for t 
“Vogue’’ cover. Pictured above is a 
four-colour poster being supplied to 
stores which features the front 
cover of the magazine. 
+ ” + 
This week's Municipal Journal 
contains a preview of The Public 
Works and Municipal Services ex- 
hibition at Olympia. The issue will 
contain 112 pages including 71 
pages of display advertising. 
. * ” 


The Shoe and Leather News has 
appointed a commercial TV reporter 
to keep the shoe trade info 


about the new medium. 
| * 


» 10,000, 


+ a” 

The 1,000th number of What's on 
in London will be published on 
January 14, 1955. ince it was 
launched in 1935, both circulation 
and advertising have risen steadily. 


Indian edition 


An Indian edition of Efficiency 
Magazine is being launched in 
February, 1955, under the manage- 
ment of S. L. Dhingra, former 
senior officer of the Indian Ministry 
of Information at New Delhi. Cir- 
culation of the first issue will be 
The magazine is now pub- 
lished monthly in Holland, Beigium, 
France and Spain, as well as in 
Britain. 

* ” 


. 

The Sunday Times is 
posters throughout London 
publicise the serialisation of a 
biography of Sir Winston Churchill 
written by Alan Moorehead. 

* . . 

Last week's 60- issue of John 
Bull contained 25} pages of adver- 
tisements including 94 in colour— 
a post-war record, 

oJ * 


* 
The Times Literary Supplement 
next week will include a 24-page 
inset on children’s books, 
+ * x 


The Times Weekly Review of 
November 25 will include a 36-page 
illustrated Survey of British Adhe- 
sives. 


using 
to 


* + 
To mark the 80th birthday of Sir 
Winston Churchill Wustrated is 
publishing a detachable eight- 
supplement next week edited by 
meee | S. Churchill. 

* 


This week's Municipal Engineer- 
ing will devote 17 pages to a preview 
of the Public Works and Municipal 
Services Exhibition at Olympia. 


* 
Cosnheaser Foc W Lid. 
are running a direct ma 
to the paper and printing trades. 


* 
A. M. Albinson, a 
Rooster Publicity Ltd.,  Peter- 
borough, gave a talk on advertising 
to members of Peterborough Cham- 
ber of Trade. 
* 7 7 
Cinema Television Ltd. are intro- 
ducing the Mk. IV Industrial Elec- 
tronic Metal Detector at the Packag- 
ing Exhibition, 1955. It is claimed 
to give increased and equal sensi- 
metals. 


tivity to all 
Words 


Further progress has been made 
on the production of a series of 
standardised multilingual vocabu- 
laries covering the whole industrial 


field. The work is being sponsored 
by the International isation 
for Standar disation. Ps 


McConnell’s 


* e o 
At their November meeting, the 
Scottish Silk Screen Printers and 
ew Association heard James T. 
Jack, of Watson-Brown Ltd., in 
Glasgow, discuss the place of silk 
screen = on advermsing campaign. 
+ 


Over 30.000 people visited the 
French Textile Exhibition, held 


recently at Hutchinson House. 
London, and organised by l'Union 
des Industries Textiles, a y that 


unifies all sections of the textile 
manufacturing trade of France. 
- om 7 


The 1954 Royal Air Force win- 
dow-dressing competition, first intro- 
duced in 1950, has been won by the 
Central Recruiting Office at Victory 
House, Kingsway. The winning 
exhibit, chosen by a panel of well- 
known judges, was in a shop 
window in Finchley, N. London. 


Robot 


In Nottingham last week, school- 
children’s questions were answered 
by “Mr. Pears,” a little robot, who 
presided over the Pears Cyclopadia 
stand at the children’s section of 
the Nottingham Book Festival. 

* * * 

A discussion on the use of colour 
photography in industry will take 
place during the Institute of Indus- 
trial Photographers’ annual con- 
ference at Caxton Hall on 
November 23. The Institute has 
recently sent a questionnaire to all 
its menibers on this matter. Some 
of the newly-formed collection of 
work by industrial staff photo- 
graphers will be on view. 

* * 

Dunlop’s film of this year's inter- 
national six-day motor-cycle 
will have its first public showing at 
the Cycle and Motor Cycle show at 
Earls Court, which opens on 
Saturday. The film will be 
shown six times daily at the show. 
A charge of 1d. for admission will 
be made, to mect Customs and 
Excise 


fj ee . 418 Novemaer 11, 1954 
ug - - = { Riek 9 W n . 
I € near 
2 : Mow toe . a 
. egy : London County Council is con- 
Set mnon tinuing its of £4,000 yearly ‘ 
_— La sim © 
) ee SOME «petty ives to" Lived 
\ if au potlictty it gives to London and 
- : attractions. u 
5 : A, Y 
os . } 
* 4 J a 
‘4g A cars aes ue . 
Fe 
zr a b 
a : 
2 Me §=Advertising Service hi 
x have been reappointed advertising , 
; contractors to the Royal Dublin 7 
Society 
#, , A a 4 
! | ee 
: a“ Bo a in. a 
SF — es Fs 7 —____ ' gg 
A 4 e » ae : ~ : : 3 m . ; 
o a . eo Pe ete ca | 
| [T— ; i od a 
; ; ‘és £ ee gi a | é si ee ie q 
* saa x ee zh ; 
a an" F eg ; : ot we f : a Pe eee x 
ie he o. oS | )  —_a- Pe 
Be — \ | —_——— Ha 
. bind uy re aa be {af i a. bd 4 
, oe Lecce Nes aa 
ait a ik 7 Balc ; i 
ee ee ore 4 2 
obi : a 
Ee 7 x i; 
a4 > } 
I. ° ee < 
F \ “ee : 
’ oy } V 
a a 
MI E | pe | 
4 wos av G 
| A LA at Ca a 
k Y DISP Four ® 
E E. 4 
> — BAR aoe | a 
: if » 2 ; ; Seo. a oe i. e. +5 ee ; ae, eee = 3 ee? ae a Cote 1 ee ; , i ae i x ; ; 
% > 22 a a am eee” rn 7 ee pe . | eS pe gt il, Rta gus, maar eee 8 


Novemser 11, 1954 ADVERTISER'S WEEKLY 


- +» are you using 
Bradford’s own morning paper 


Che Porkshire Observer 


to sell to Bradford * 
and West Yorkshire... 


@ You know The Yorkshire Observer 
as the leading daily authority 

on the wool trade. 

But do you think of it—and use it— 
as a paper of popular appeal, 
closely read and esteemed 


** The Yorkshire Observer "’ circulates in throughout Bradford and 
= Sond beak big ah 9 Pome —_ 

adfor nk clearings for st, ’ 
were £12,449,000 the highest in Yorkshire West Yorkshire ? 


and the 4th highest of any provincial city. 

The monthly margin between Bradford's 

and the next highest in Yorkshire (Leeds) 

averages £5,714,000 in 1954. @ The Yorkshire Observer is an 
effective medium in a 


big family market. 


@ May we give you more details ? 


Che Porkshire Observer 


BRADFORD’S OWN MORMING NEWSPAPER 
@ 29,897 A.B.c. 
HEAD OFFICE - HALL INGS - BRADFORD ~ Phone: Bfd. 2951! 


Ernest Lumsdon (Advertisement Director) 


Westminster Press Provincial Newspapers, Limited, 167-170 Fleet Street, London, £.C.4 
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ADVERTISER'S WEEKLY 
ees 
All ‘Reuie ‘ 


The 1,000 square miles 
covered throughout 
Beds, Herts & Bucks 
the Home Counties 
lewspapers Group of 
eleven individual local 
newspapers is a proved 
testing area. All test 
campaigns have shown 
that the area is one of 
the richest and most 
fruitful in the country. 


ADS, 


A.S.C, NET SALES 


132,860 
esented in London 
y i Kicehen Jr. Led. 
131 Fleet Sereet, £.C.4 
Phone CENeral 1960 


Agents: 
OVERSEAS PUBLICITY & 
SERVICE AGENCY LTD., 
29, Oxtord Street, W.! 
Phone: GER 0737/8 


PADDINGTON 
ADVERTISING 
COMPANY 


Current Advertising — 


Clozone sales scheme aimed at 
washing machine owners 


A new marketing policy has been 


for washing 
7 

Full pages were taken in the 
trade press this week to announce 
the new development. The copy 
was headed: “2,000,000 washing 
machine owners will need Clozonc.” 
| A consumer advertising campaign, 
handled b the agents, F. C. 
Pritchard, Wood and Partners Lid. 

| will be launched early next year. 
Packets of Clozone are being 
igiven to owners of washing 
machines and several manufacturers 
|} are giving packets of the product 

| to purchasers of new machines. 
his is believed to be the first 
time in this country that a soap 
| powder has been sold specifically 

for use with washing machines. 


Procea sales and 


| 
| ad expansion 


Procea Products Ltd. have 
launched a concentrated advertimng 
|} campaign for their wrapped loaves 
in 26 weekly newspaper groups in 
| north and east London and parts of 
| Essex. 

A further sales expansion in the 
| Thames Valley area has resulted in 
an additional 11 weekly newspapers 
| being used to cover the territory. 


Agents are Dorland Advertising Ltd. 


_ Dise war in store 

re-entering the 
Before the war they 
sold vast quantities at sixpence and 


| Woolworths are 
| record market. 


| one shilling. The new records will 
| sell at 3s, 9d.—from 3d. to 2s, 9d. 
cheaper than the current standard 
price. Only a few stores will carry 
stocks of records initially. 

Publicity for the development is 
at present confined to posters in the 
stores. All advertising is handled 
direct. 


New symbol for 
Irish linen 


A large-scale advertising campaign 
|is planned to promote the sale of 
Irish linen this Christmas. It has 
been announced that this year's 
range of Irish linen gifts is the 
biggest-ever, and to publicise this 
fact advertisements will be appear- 
ing in the Daily Express, Daily 
Telegraph, Daily Mail and Radio 
Times 

A new Irish linen symbol will be 
featured in all Irish nen national 
advertising and on showcards and 
price tickets 

Free display material and adver- 
lising sales aids are offered to 
retailers. Agents are London Press 
Exehange Lid. 
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‘Garden of England’ 
theme for food ads 


“Fresh from the garden of 
England” is the theme advertise- 
ments will stress in the Foster Clark 
Christmas campaign. promo- 
tion, which starts next month, will 
be one of the biggest co-ordinated 
programmes ever planned by the 
company. 

Half - page advertisements will 
appear in the Daily Mirror, News 
Chronicle, and the Radio Times, 
with other large spaces in the 
national daily and Sunday press. 
Additional large spaces have also 
been booked in selected provincial 
newspapers and trade journals, 

A 12-page booklet entitled View 
has been sent to wholesalers and 
retailers. The booklet gives details 
of the promotion plan. 

Advertisements for Foster Clark's 
jellies will feature an offer of a free 
three-pint custard powder pack with 
every tangerine jelly sold. 

Full colour display material for 
retailers is divided into two sections 

counter display sets and window 
centre pieces. Agents are London 
Press Exchange Ltd. 


Foster Clarks delicious foods. 


FRESH FROM THE 
d GARDEN OF ENGLANO 


> lis quod if its 
sal FOSTER CLARK’S 
rr” 


ar. ee 


A Foster Clark half-page for the national press. 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


CAPSTAN cigarettes and tobacco 
for F. C. Pritchard, Wood and 
Partners Ltd., from May 1, 1955. 

THREE CASTLES cigarettes, 
GOLDEN VIRGINIA, CUT 
GOLDEN BAR and BULWARK 
tobaccos. WILLS’S WHIFFS and 
EMBASSY cigars, for the J. 
Walter Thompson Co. Ltd., from 
May 1, 1955. 

Ww. D. & H. O. WILLS and Wm. 
CLARKE AND SON branch of 
Imperial Tobacco Co, Lid. in 
Eire for O'Kennedy-Brindley Ltd.. 
from May |}, 1955 ; 

| INVESTMENT MANAGERS 
LTD., trust company, for C. P 
Wakefield Lid 

| CITROEN CARS LTD., for Napper 

Stinton Woolley Lid., from Janv- 

ary 1. Campaigns are being pre- 


red. 
NEW HOLLAND MACHINE CO. 
LTD, for Samson Clark & Co. 


Lid. 

HICKSON’S TIMBER IMPREG- 
NATION CO. (G.B.) LTD. PR 
account for F. H. Radford Ltd 


HERMES MACHINE TOOL CO. 
LTD. for Nigel Rainbow and 
Partners Ltd. 


Campaigns 


NEW COLGATE DENTAL 
CREAM using colour half-pages 
in Daily Express, large spaces in 
national daily and Sunday news- 
papers, provincial press and trade 
rigs (Masius and Fergusson 

td.) 

FOSTER CLARK using national 
daily and Sunday press including 
half-pages in Daily Mirror, Radio 
Times, News Chronicle; also pro- 
vincial and trade press for Christ- 
mas campaign. (London Press 
Exchange Lid.) 

NEW IBCOL using national daily 
and Sunday newspapers and trade 
press to announce a new and 
stronger formula for Ibcol. (Erwin 
Wasey and Co. Lid.) 

ROSEBUD DOLLS using full-pages 
in women’s magazines for pre- 
Christmas campaign (RK. S. 
Caplin Lid) 


TERYLENE socks using national 
dailies and Sundays, London even- 
ing press, provincial newspapers 
and trade press. (Mather & 
Crowther Ltd.) 

PALITOY toys using national 
advertising and trade press. (Gee 
Advertising Lid.) 

IRISH LINEN using Radio Times. 
national, provincial and trade 
press for pre-Christmas campaign. 
(London Press Exchange Ltd.) 

TOOTAL fabrics using women’s 
magazines in 1955 spring cam- 
paign. (W. S. Crawford Lid.) 

BRITISH SALMSON CYCLAID 
cycle motor using Sunday press 
and magazines to announce price 
reduction. (Larder & Stevens) 

RUMONTE CONTINENTALS 
(coats, suits, skirts) using women’s 
magazines and Sunday Express 
for spring campaign. MEKAY 
SHIRTS using national, provincia! 
and trade press, M. & S&S. 
MARTIN LTD (“Litth Women” 
coats and suits) using women's 
magazines, London evening press 
and Sunday Express. provincial 
and trade press. (Scott-Turner & 
Associates Ltd.) 
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ADVERTISER'S WEEKLY 


“Nellie from Scunthorpe”’ 


was what Bernard Gutteridge called her (in his book ‘‘The Agency Game"’) 


NELLIE has appeared in one guise or another throughout the pages of most books about 
advertising. She represents our biggest potential customer— the mass market, 
At 8S. C. Peacock we are constantly in touch with her. Through field survey work, 
questionnaires, ‘keyed’ advertisements and most important, personal contact, we know her 
well. We know her problems, her interests, likes and dislikes; and by closely relating this 
knowledge to our sales story we are able to meet her through our advertisements on 
her own ground. 
Our approach to Nellie—and indeed to every other prospective customer— is a straightforward 
one. Clearly, briefly, we tell her what the product is, why she should buy it, and how she can 
get it. It’s a direct approach calling for clear, sound thinking and hard selling. It’s not as 
easy as it sounds, but it certainly gets results. 


Advertisers interested in this method of selling and the consistently high results it achieves 
should get in touch with 8. C. Peacock. 


S. C. PEACOCK LIMITED Incorporated Practitioners in Advertising 


MADDOX HOUSE, 215/221 REGENT STREET, LONDON, W.1. REGent 1081 + 18 LLOYD ST., MANCHESTER 2. DEAnsgate 5691 
21 LEIGH STREET, LIVERPOOL, ROYa! 8861 * RUSKIN CHAMBERS, 191 CORPORATION ST., BIRMINGHAM, CENtrai 7705 
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TV's ‘minor’ audience will 
have a major 
influence 


LYTLE’S will ld of CJL ¥en, win ne 


standing of young minds — a way of capturing their imagination 
—that has made him an eminently successful producer of 


} ti aa TV children’s programmes. Here is a gift which, when brought to 
ea in bear on this new advertising medium, will have considerable 
importance. Because T.V. will be a medium capable of exploit- 
ing to the full the great influence that children have on sales. 


G. J. LYTLE (ADVERTISING) LTD., 2-3 84 DEAN STREET, LONDON, W.1, TELEPHONE: GERrard 8646 
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@ Continued from page 360 
NEWS ABOUT 
PEOPLE 


Frank W. Patrick, advertisement 
manager for _ Northamptonshire 
Newspapers at Kettering since 1943, 
is relinquishing those duties for 
health reasons, and transferring his 
activities to classified advertisements 
and accounts. A. G. Wood, 
Northamptonshire Newspapers’ ad- 
vertisement representative for the 
past three years, has been appointed 
to succeed him. He was formerly 
with Bury Free Press and Doncaster 


Free Press. BR. H. Wells has been 
appointed assistant advertisement 
manager. 
* * * 
N, E. N who has joined 


the staff of Tattersall Advertising 
Ltd., Harrogate, was previously 
with Johnson & Johnson Ltd., 
where he was responsible for 
packaging and printed supplies at 
their Gerarave factory. 

* * * 


In this country on a business visit 
is Kishu Gidwaney, of Bombay, 
managing director of Gidwaney 
Publishing Company, of India, who 
are the publishers of the Automobile 
News of India and the Cycle & 
Motor Cycle. He arrived in time 
for the Motor Show, and is staying 
to visit the Cycle and Motor Cycle 
how. 

a * - 

Max Wilson, managing director 
and founder of The Overseas Visiter, 
first published in July this year, has 
been appointed advertisement direc- 
tor of Motor Sport. He is also 
managing director of the Overseas 
Visitors Club Ltd. at Earls Court, 
which was founded in conjunction 
with The Overseas vier 

o * 


William McKenzie, who designed 
and produced the publicity for the 
Wiggins Teape — over the past 
few years, has now formed his own 
firm, William McKenzie (London), 
Lid., Fleet Street, specialising in 
direct mail advertising and the 
design and production of printing 
and display. 

* - * 

Kenneth V. Braddon and Samuel 
J. Everton have both joined the 
advertisement department of the 
Sphere Mr. Braddon has held 
important sitions with other 
leading publications, and Mr. Ever- 
ton joins the paper after a period 
as representative for specialist pub- 
lications. 

* 7 + 

Norman Cowell has joined Scott- 
Turner & Associates Ltd. as account 
executive. He previously held a 
re position with Norman Davis 

td. 


- + 
The Co-operative Permanent 
Building Society have appointed 
Fred jon, formerly public 


relations officer of the Building 
Societies Association, to advise on 
press relations and act as press 
officer 


* * * 
Charlies T. Lawrence, who in a few 
months’ time will complete 50 years’ 
service with The Practitioner, hopes 
to be fit again next week for the 
London Medical Exhibition, after 
an attack of pleurisy. 


7 * - 

Ernest E. Milner, North Regional 
PRO to the National Farmers’ 
Union of England and Wales, has 
been co-opted by the Weardale 
(Durham) Rural District Council to 
their new development committee. 
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Cites commission 
as his assets 


W. PF. Cresswell, Senior Official Re- 
ceiver: “‘ I put it to you that you are 
determined, & hook or by crook, to live 
in luxury and let your tax go hang ? *’ 
The debtor denied this. 

He said that since his last failure in 
1931 he had been an advertising ome. 
until he resigned in November, 1951. 
In 1946 and 1948 he recovered com- 
missions due to him from his principals 
by resorti to legal proceedings. 
contended that there were further com- 
missions payable which should produce 
at least ,000. He said that was his 


only asset. 
The examination was concluded. 


Wills 


Geonce Hunter Howe, of 14 Has- 
lingden Drive, Bradford, advertisement 
manager of the Yorks ibserver, 
Bradford Telegraph & 
associated newspapers, and a former 
vice-chairman of Bradford Publicity 
Association, left £6,013 15s. 8d. gross, 
oor 3s. Sd. net value. (Duty paid 
£171.) 


Sipney James Ketry, of 12 Langley 
Close, Headington, Oxford, managing 
director of the Holywell Press, Oxford, 
who died on January 26 Iast, left 
£4,997, 16s. 3d. gross, £4,647, 4s. 3d. 
net. 


James Eanest Potton, of Cavendish 
Court, Cardigan Road, Richmond. 
Surrey, advertisement manager of 
Britannia and Eve, \eft £1,390 7s. 2d. 
gross (£1,267 6s. Id. net). Probate 

anted to his widow, Mrs. Johanne H 
‘oulton, the sole executrix 


Change of address 


K. G. Moerray Publishing Co. e 
Led., of Sydney, Australia, London 4 
to 130 Crawford Street, London, W.1. 

E. W. Harwood & Co., Ltd, to 
12 Bridewell Place, London, E.C.4. 


Plastic Display Units to 26 Charing 
Cross Road, London, W.C.2. 


(Kest) Ltd., exhibition 
organisers and contractors, to 38 North 
Street, Ashford, Kent 

Pearl Cooper Ltd., publishers of Motor 
. to 48, Chandos Place, West 
Strand, London, W.C.2. 


Representative’s three 
new appointments 


Charles Davidson (Publishers) 
Ltd. have been appointed London 
representatives for The Gramo- 
phone Record Review, which this 
month celebrates its 2ist birth- 
day. It is published by Francis 
Antony Ltd. of Truro. 

The company will also be 
responsible for the a/ivertising 
space promotion and administra- 
tion for the holiday and travel 
programmes published by Sir 
Henry Lunn Ltd. and for The 
Craftsman Tailor published bi- 
monthly by The Bespoke Tailors’ 
Guild. Mr. Davidson will be 
advertisement manager for this 
publication. 

His appointment as advertise- 
ment manager of Office Magazine, 
published by Current Affairs Ltd., 
has been terminated by mutual 
agreement. 


New Kemp companies 


Kemp's Commercial Guides Ltd. 
remain the parent company follow- 
ing the formation of five new com- 
panics. 

They are Kemp's Directory Lid., 
Trades Register of London Lid. 
| ay ay published as Kemp's 

rades Register of London), Fabric 
and Clothing Trades Index Lid., 
Kemp's Printing and Publishing Co., 
Ltd., and Commercial and Holiday 
Guides Ltd., which will publish the 
local street directories includin 
Jersey and Guernsey Blue Book 
Holiday Guides and classified tele- 
phone directories. 

New directors on the boards of 
these associate companies are H. W. 
Newman, F. Davis and C. §. 
Saringer. 


NEW COMPANIES 


Alfred Percival & Co., Lad., 1/2, 
Milk Street, Cheapside, E.C.2. Com- 
mercial studio. Nominal capital: £1,500 
Directors : H Ransom, Mrs. 1. C 
Ransom, §. L. Bristow and 8, G 


Jackson. 

Eccleshall & Lewis Lid., | Princess 
Street, Albert Square, Manchester, 2 
Advertising agents and specialists. 
Nominal capital: £1,000 Directors 
T. C. Lewis and R. J. Eccleshall 

Johan Slater (Advertising) Lid.. Stan- 
fields Buildings, Scotch Street, Carlisle 


Nominal capital: £6,000. Directors 
J. M. Slater and Mrs. R. J. L. Slater 
i} Producti (London) Led., 


C 2 r 
1-3 Smediey Street, S.W.8 Producers 
and publishers of commercial posters 
and showcards. Nominal capital ; £100 
Directors: G. 8S. Jeffreys, Audrey E 
Jeffreys and R. D. Bradford 

Intervision Lid. Producers of tele- 
vision programmes, advisers and con- 
sultants to all persons, firms, companies 
and corporetions in connection with the 
advertising and exploitation of goods, 
products and services of all kinds 


through the medium of television 
Nominal capital: £100 Directors 
R. G. L. iliips and Mrs PF. 3 
Vance 


Charles H. Starling & Co., Lad. To 
take over business of manufacturers of 
showcards, display matter, cartons and 
containers carried on by Charies H 
Starling Nominal capital £5,500 
Directors : C. H. Starling, J. Graylin 
Major, Gladys G. Starling and D 

orris 

Centurion Publicity Lid., 25, North 
Hill, Colchester, Essex. Nominal capi- 
tal: £1,000 Directors: R. Higdom- 
Crosswell, f 2. C. Ryman 

Northern Publicity Lid., Sa, Queens 


T. Wilson 
Tedor P Led., 5 Tudor Cham- 
bers, Station Road, Wood Green, N.22 
Publishers of newspapers, magazines and 
iodicals Nominal capital . 
tors: BE. A. Gregory and C. W. 
Winter. 


tal: £2,000. Directors: T. A. Brea- 
anand, O. Lancashire and L. McDermott 


Abrahams oer! Holdings Lid., 
22 Princes Gate, S.W.7. To scquire 


the whole or part of the issued share 
capitals of J. Abrahams & Sons Ltd., 
Corona Printers Lid., and Co-ordina- 
tion (Press and Publicity) Lid., ete 
Nominal capital £.00 ectors : 
A. E. Abrahams, A. R. Mitton, L. U 
Borenius. 

Booster Advertising Lid. Nominal 
capital : £1,000. Director : M. Fenton, 
77 South Audicy Street, W.! 

Plantin Publications Lid., 10) Cannon 
Street, E.C.4. Nominal capital: £100 
Directors : H. J. Wells, J Peters 

L.N.P. Advertising (Overseas) Lad, 
22 Upper Grosvenor Street, W.1. 
Nominal capital: £100. Director: R. A. 
Abraham. Subscribers: F. A. Nicholson 
and Petra E. Nicholson 


(The above-mentioned particulars of 
new companies recently registered are 
taken from the Daily compiled 
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Continued from page lii of cover 


MISCELLANFOUS 


THE BLUE BOOK OF PRINTING 
the 1954/55 iswe of The Modern 
Printers’ Year Book and Dwectory 
of « 4 eS | . ~ 1 ’ 


“—) 


Bigger and better 
one of the 210 pages is packed wi 
interest. The Directory of Suppliers 
has been imereased from 48 pages to 
63 pages, with 199 different clawitica- 
tions. No printer, print user or print 
buyer should be without a copy rice 
4s. from your bookseller or from the 
blishers, Bendies Ltd. Printers, 

orquay 

PIN-UPS AND COVER GIRLS in 
stock for artists and advertising 
agents For particulars of ‘studio 
facilities end enormous model files. 
contact Gotle Photographs 
Limited, 24 ensingtoe Church in 
W.8. Tel.: WEStern 4130. 


COURSES 


MORE 1.C.S. SUCCESSES 
in AA. Exams! 


In the May 1954 Advertising 
Association Examinations 
LC.S. once again achieved 
Outstanding successes. 1.C.S. 
Students won: 
4 Second place in Division * C.’ 
First, second and third places 
in Division ‘B* and five good 


* Sis good passes in Division ‘A.’ 

Twenty per cent of ef! successful can- 
didates were trained by the LC.S, 
1.C.8. Home Study Courses in prepara- 
tion for both the A.A. and the LP.A. 
Ez ms are compreh . 
to-date, and have been written 
experts actively engaged in the ad- 
vertising field. 
First class instruction is also available 
in COMMERCIAL ART, POSTER 
DESIGN, LETTERING and SIGN 
WRITING 


Write today for free book to DEPT. 26 
INTERNATIONAL CORRESPONDENCE 


SCHOOLS, International Buildings, 
Kingsway, London, W.C.2 


LATE CLASSIFIED 


ADVERTISEMENTS | 


EXPERIENCED LAYOUT MAN for 
progressive position in Publicity Studio 
of well-known London Periodical Pub- 
lishing House Agency trained and 
capable of producing slick esenta- 
tion roughs, with reasonable figure 
interpretation, for National ress 
Campaigns and other wblicity 
material Most have sound know- 
ledge of typography. Pension scheme 
Five-day week Canteen Write, 
giving age, experience and salary re- 
wired, to 

x 9327 Ad. Weekly 180 Pleet S BC4 

1S THERE « good Artist-Retoucher 
who would like a change of surround- 
ings’ ‘Phone Gerrard 5508 for an 
appointment to talk it over 

SPACE BUYER. Keen and efficient 
young man, required by London Ad- 
vertisin, Age Some experience is 
essentia rite, giving f particyu- 
lars, to 
Rox 9328 Ad. Weekly 180 Pleet St BCA 

CHECKING DEPARTMENT of icading 


experienced Assistant 
prospects. Able to type 
of experience and salary required 


F xcellent 


expansion of colour section 
for senior artists and 


West End Advertising Agency requires 
Give details 


Box 9329 Ad. Weekly 180 Pleet S& BC4 
COLOUR RETOUCHERS wanted for 
Vacancies 
imprayers. 
Good wages, bonus and superennua- 
tion scheme. Write or telephone for 
! appointment to Art Director, Studio 


Irwin Lad., 118 wee / Lane, Lon- 
don, W.2. Tel: Ancery 4141. 
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‘ CLASSIFIED ADVERTISEMENTS | EXQIIIOIERZ2s 


e RATES : APPOINTMENTS VACANT, 3s. 6d. per line, 40s. per display panel inch. | 
= APPOINTMENTS WANTED, 3s. per linc, 35s per display panel inch. All other 


“a classifications, 4s. per line, 45s. per display panel inch. Minimum, 3 lines. Box No. 
a COPY charge, one line plus 9d. covering postage, ete. Series rates on application: all | YOUNG 
a ady ments un seven insertions MUST BE PREPAID. Address “* Advertiser's 


eekly.”’ 186 Fleet Street, London, E.C.4. CHAncery 8844 (Ex. 25). ADVERTISING 
i 


The se of the Advertising Depart- 
ment of the company which manufac- 
tures the world-famous Gossard Line 
of Beauty is expanding rapidly. As 
well as creative Sales Promotion, it 
includes detailed liaison with our 
Advertising Agents, the Press, Display 
and Printing firms, Company repre- 
sentatives and our many overseas 
connections. 

This can be a really interesting job for 
an enterprising young man or woman 
with ideas and ability, but we do want 
to hear particularly from people with 


R DETAIL 


sPROIN MENTS VACANT 
Cc LERK Siteations Vacant: * The engagement of persons answering these advertisements must 
be made thr 


‘ough a Local Office of the Ministry of Labour or a Scheduled Employment 
Agency if the applicant is a man aged 18-64 inclusive or a woman aged ae wo 


Y 2 (male), age 21/23 oe * wotiention y , BF Order 1952." 
Experience in this work 


5 essential, Knowledge of SOUTHERN GAS BOARD 


Mechanical Production an Commercial Manager 
advantage. 


pro 


A tions are invited for the appointment of Commercial Manager to 
the Board at a commencing salary in the region of £2,500, according to 
qualifications and experience. 


Good prospects for right 


e,: man Applicants must have had extensive marketing experience and be capable a practical advertising background. 
f ’ of organising sales promotion campaigns for the development of the use of ae 
it Pt e: CENtral 5375 gas and coke for domestic, commercial and industrial purposes Write details of your experience (and 


please state age and present salary) to 
The Advertising Manager, 
GOSSARD LTD. 
168 Regent St., London, W.!. 


ae The successful candidate will be required to pass a medical examination 
(Ext. 13) and, unless already subject to a sion Scheme by virtue of the Gas 
. Cvaee Rights) Regulations, 1950, will be required to join the Board's 

taff Pension Scheme. 

Applications stating age, education, qualifications, training, experience, 
Present appointment and salary, together with a one-page summary of these 
particulars, should be sent in an envelope marked “ Commercial Manager ” 
to the Secretary, Southern Gas Board, 164, Above Bar, Southampton, to 
reach him not later than the 30th November, 1954. 


for appointment. 


FIRST CLASS lettering and layout 
man required by progressive Adver- 
tising Agency. Light, pleasant offices 

‘ect Phone for appointment to: Commer- 
5 cial Publicity (London) Lid... HYDe 
Park 9583/4/5 


WE ARE LOOKING for _ first- 


ENGINEERING COMPANY requires 
Assistant for Publicity Department to 
help with compilation and produc- 
tion of technical data sheets, manuals, 
catalogues, etc Must have ability 
to write English and knowledge of 
engineering sufficient to work on own 


ARMSTRONG SIDDELEY MOTORS _ PRODUCTION. Agency trained man 
have a vacancy in their Technieal for established London Agency to 
Iilustrating Department for an experi- take complete control of a number 


graduate of an old university might prove acceptable. panera or stad sd entiita cadiaie 
Candidates should write to nage fides ‘idliethed. work. Superannuated 
Box 9301 Write to the Creative mens 
Director, Write in confidence to 
er ee ee ee the Staffing Officer with 
* enelosing a photograph and, if possible, specimens. Box 9308 age and details of ex- 


class artists, figure, still life, scraper- enced technical artist, aged 24-26. of accounts 


board, etc. on salary to commence, 
if desired, and then freelance basis 
when blished. Teleph SLOane 
9925 for an appointment to show 
specimens. 

ROLLS-ROYCE require _ first-class 
commercial or Technical Artists and 
Retouchers. Excellent conditions 
and ‘wen: S-day week. Write, 
ving tails with specimens, to 
abour Manager (A), Rolls-Royce, 
Limited, P.O. x 31, Derby. 


Staff position. Salary according to 
age, experience and qualifications. 
Reply to Reference CG/TA2, Arm- 
strong Siddeley Motors, Coventry. 


TECHNICAL ARTISTS. Vacancies for 
experienced artists specialising in cut- 
away perspective illustrations Also 
vacancies for junior artists Write 
or telephone for appointment to 
Studio Irwin Technical Lid., 118, 
Chancery Lane, W.C.2. Tel: Chan- 
cery 4141. 


essential. 


A 


COPYWRITER/ 
VISUALISER 


is needed in the (London) Advertising Department 
of a leading motor manufacturer. Pay and prospects 
are good. Experience with an agency or advertising 
department is desirable; flair in finding the visual 
idea allied to a lively and sensitive use of words is 


This is not so much a chore for the man who has 
‘arrived’ as a creative opportunity for someone 
growing in experience. A young—20 to 30—arts 


Sound knowledge of 
blocks and type essential. Apply, full 
articulars, to 
ox 9307 Ad. Weekly 180 Pleet St BC4 
ASSISTANT TO MANAGER. Adver- 
tising Department required for records 
and correspondence by long-established 
firm Ventilating Engineers. Know- 
ledge shorthand/typing an advantage. 
Interesting and progressive oppor- 


tunity 
Box 9316 Ad. Weekly 180 Fleet St EC4 


initiative Previous experience in 
publicity department essential. 5-day 
week. West London area. State age, 
present position, rience and 
salary required in confidence. 

Box 9254 Ad. Weekly 180 Fleet St BC4 


CREATIVE 
VISUALISERS 


with 2 positive advertis- 
ing flair who are at 
present earning over 
£1,000 a year and feel that 
they have the ability to 
earn more, are invited to 
write to the Box No. 
below which covers the 
identity of a well-known 
London Advertising 
Agency which is fairly 
bursting at the seams 
with exciting new 
national accounts of all 
kinds, offering consider- 
able future scope for 


Advertiser's Weekly 180 Fleet St €C4 


CAN YOU WRITE 
GOOD COPY 
and produce visuals ...? 


if so there is an opportunity for 
you in the Sales Promotion De- 
partment of a leading industrial 
organisation in London. You will 
be required to work on brochures, 
leaflets, sales letters, etc. The 
position offers plenty of scope for 
the right man. 


Write with full details of previous 
experience, age and salary ex- 
pected to 

Box 9304 
Advertiser's Weekly 180 Fleet St EC4 


TRAINEE for Senior Export Sales 


position required. Write, giving par- 
ticulars, age. experience, present 
salary and knowledge of languages, 
to Export Publicity Dept., Roneo 
Ltd.. 17 Southampton Row, W.C.1. 


LAYOUT 
ARTIST 


The Stanton lronworks 
Company Limited, Near 
Nottingham, has a vacancy 
in its Publicity Depart- 
ment for an experienced 


perience. 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


APPOINTMENTS 


COPYWRITER 


A well-known London adver- 
tising agency requires a young 
man (or woman) to work with 
a team on national and indus- 


with plenty of interesting crea- 
tive problems and a good deal 
of scope for someone who can 
show evidence of originality, 
and sound writing ability. OWn 
staff know of this appointment. 
Write giving age, experience 
and salary required to . 


Box 9331 
Advertiser's Weekly 180 Fleet St EC4 


WOMAN 
ASSISTANT 


Woman assistant, not under 24, 
required by Space Buyer in 
W.C.2 district. Must be neat, 
competent typist, capable of 
trial accounts. This is a job working on Own  nitiative. 
Should possess keen sense of 
responsibility and have a liking 
for figures. Excellent oppor- 
tunity for advancement. Pre- 
vious experience or knowledge 
of typing schedules and space 
orders essential. 


SPACE 
DEPARTMENT 


Box 9326 


Advertiser's Weekly 180 Fleet St EC4 


required by Packaging Firm Five 
day week, hours 9 a.m-5 p.m. Can- 
teen on premises Apply, by letter, 
giving full particulars, including salary 
required to Cashier, Mono Con- 
tainers Limited, Cumberland Avenue, 
Park Royal, London, N.W.10 


in the London Branch of the C.W.S 


giving full particulars of age and 
experience, to C.W.S. Publicity De- 
partment, 99 Leman St., E.1 


: - : ospec 
permanent and pensionable. Write, ~ Bt14 Ad. Weekly 180 Fleet St EC4 
ORDER CLERK required by Photo- 

engravers. ‘Phone Gerrard 3033 


YOUNG EXPERIENCED ARTIST | BEN JOHNSON & CO. LTD. requires 
Printers’ Representatives for the Lan- 
cashire and Midland areas. 
ledge of the trade essential 
lent prospects ; 
pension scheme 


cts. 


Know- 
Excel- 
good rates of pay; 
Apply, stating age 
and experience to Secretary, Borough- 
bridge Road, York 
THERE is a vacancy for a Layout Man ny REPRE- 


large pro- 
Publicity Department. The position is gressive provincial weekly Good 


for the future. 


Box 9320 


FIRST-CLASS 
VISUALISER 


COPYWRITER 


REQUIRED by a rapidly growing 
Agency handling national accounts. 
Here is an opportunity for a 
good man to break away from the 
monotonous routine of a big office 
and enjoy more individuality, at 
the same time feathering his nest 


Write in confidence to 


Advertiser's Weekly 180 Fieet Street EC4 


Market and 
Attitude Research 


McCann-Erickson Advertising Limited in process o@, 

strengthening and enlarging their Research Department, 

invite applications for the posts described below, which 
are open equally to men and to women. 


A Market Research Executive, 


who must have had not less than 3 years’ experience with the 
standard techniques of market research by sample survey, and 
be capable of planning and controlling the conduct of large 
or small-scale routine enquiries with a minimum of super- 
vision. Some knowledge of the more sophisticated statistical 
techniques will be a considerable advantage: in addition, 
he must be interested in and prepared to learn something of 
the technique of statistical social psychology, though a formal 
training in psychology is not essential. 


A Psychologist, 

who need have had no previous commercial experience, but 
holding at least a first degree and preferably a higher degree 
in psychology, with particular reference to experimental, 
occupational or social psychology : some clinical experience 
will be considered an advantage, and a working knowledge of 
the appropriate statistical procedures is essential. He will be 
responsible (under the Director of Research) for the designing, 
adaptation and testing of psychological techniques for the large- 
scale study of advertising and marketing problems. 


A Field Psychologist, 

whose formal qualifications need not be as high as the previous 
appointment, but who must have some basic knowledge of 
psychology and considerable experience in the conduct of 
penetrative interviews. His (or her) principal function will 
be the conduct of such interviews, which may be either 
unstructured, semi-structured or formal, and the analysis 
of the results. 


Applicants for these appointments are invited to write, 
in the fullest detail and stating their own views as to their 
salary level, to : 


Mr. Harry Henry 


(DIRECTOR OF RESEARCH) 


McCann-Erickson Advertising 
LIMITED 


Brettenham House, Lancaster Place, London, W.C.2 


ADVERTISER'S WEEKLY 


| 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


EXCEPTIONAL 
OPPORTUNITY 


for 


Creative Thinker 


to become 


Sales Executive 


W* are a nationally respected Provincial 
Advertising Company, specialising in 
the production of Printed Display material. We 
need a LEADER for our new London office to 
develop a substantial existing clientele. 


Conventional salesmanship is not an essential 
qualification—the man we are looking for is 
between 30-40, knows his advertising generally 
and the Point-of-Sale in particular, is capable of 
discussing a brief at top level and translating the 
essentials into tangible instructions. In addition 
he will be required to select and inspire a team 
of artists equal to our headquarters studio and 
will therefore need plenty of energy and resource. 
He may, at present, be :-— 


@ a Studio executive looking for broader 
vistas 


@ an Artist who feels life offers more than 
the drawing board 


@ an Agency man whose wings are clipped 


@ a Representative with a creative flair 
that he has been unable to exploit. 


EWARD will relate to success but we estimate that 

the right man will have little difficulty in earning 
£3,000 - £4,000 p.a. within 3 years, when he would be 
considered for a Directoyship. 


Write Managing Director, 


Box 9332 
Advertiser's Weekly 180 Fieet Street EC4 


(Our own staff know about this opportunity.) 


Novemper 11, 1954 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


EXPERIENCED 
PRODUCTION MAN 


An alive and energetic young man, 
agency trained, required for re- 
sponsible position in Publicity 
Department of well-known London 
Periodical Publishers. Must be 
capable of controlling mechanical 
detail on national press campaigns 
and other publicity material with- 
out supervision. Knowledge of 
printing and blockmaking pro- 
cesses essential with strong em- 
phasis on block ordering, copy 
despatch and keeping of accurate 


schedules. Must have the ability 
to get and keep things moving. 
Pension Scheme. 5-day week. 
Canteen. 


General Manager ‘ 
Write, giving age, experience and 
McCANN-ERICKSON salary required to 
ADVERTING LTD. 
Box 9261 
Srettenham House. 
Lancnster Piase, W.C.2 Advertiser's Weekly 180 Fleet St EC4 


SALES PROMOTION. Experienced 
man required to drive Advertising van 
in Londen for large industrial firm. 
Duties will include delivery and 
“placing’’ of int-of-sale advertising 
material in ops. Excellent pros- stating experience and expected salary, 

ts. Salary to commence, £7 10s.- te A - a Hen- 
r week according to experi ‘ best Publicity Service Ltd., 

~ - — Chambers, Post Office Road, Bourne- 

mouth. 


CREATIVE ARTIST with iti: 
ability required for busy Provincial 
Agency. Experience in both press 

layout and technical brochure pro- 

duction essential Apply by letter, 


Apply, 
Box 9313 Ad, Weekly 180 Fleet St EC4 


First-class 
Typographer 
wanted 


If you are a top line man looking 
for a good opportunity to extend 
an already wide agency experience, 
write fully and in confidence, stating 
salary required, to 


The Managing Director 
T. B. Browne Ltd., 117, Piccadilly, W.1. 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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Wanted 


for 
SOUTH 
AFRICA 


South Africa’s largest inde- 
pendent advertising agency, 
with offices in four main 
centres, is looking for the 
additional staff listed below. 


Interesting and enjoyable 
work, excellent prospects. 
Pleasant working conditions, 
five day week and super- 
annuation fund. Payment of 
fares t0 be negotiated. Ap- 
plications treated in strict 
confidence. In all cases write 
in first instance, giving full 
details of previous experi- 
ence, age, marital status, 
present salary, etc., to 


P.N. BARRETT COMPANY (PTY.) 
L1D., 


FINISHED ARTIST. 
Preferably good all-rounder, 
although specialist in one or 
more fields considered. 
Salary according to ability 
and experience, but not less 
than £1,000 a year. Send as 
representative a range of 
specimens as possible. 


PRODUCTION MAN. 
Must be fully experienced, 
and capable of handling all 
agency production, dealing 
with printers and suppliers, 
etc. Salary according to 
ability and experience, but 
not less than £800 a year. 


COPYWRITER. Man 
with ideas and a flair for 
— sound selling copy. 

lary about £1,000 a 
according to ability and ex- 
perience. Send specimens. 


OTHER CATEGORIES. 
Although we may have no 
immediate vacancies for other 
categories, we are always 
interested in hearing from 
experienced and ambitious 
advertising men who desire 
to settle in South Africa. 
Our business is growing, our 
staff requirements increasing, 


and opportunities are sure to 
occur within a reasonable 
time. 


427 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


APPOINTMENTS VACANT 


ADVERTISER'S WEEKLY 


PHARMACEUTICAL 
ADVERTISING 


Gentleman with sound 
experience, all aspects 
ethical advertising, sales 
promotion, required. 
North London. Salary 


£750-£850. 


Box 9233 
Advertiser's Weekly 180 Fleet St EC4 


EXPERIENCED 
PRODUCTION 
MAN 


to work on Nationally advertised and 
interesting accounts. Previous agency 
experience is essential. Write for 
appointment giving full particulars of 
age, experience and salary required to : 


The Production Manager, 
MASIUS & FERGUSSON LTD. 
@, Berkeley Square, W.!. 


required for an old-es:sblished Central 
Lendon company. Essential qualifica- 
tions are experience in direct mail 
campaigns, ability to write copy and 
sales letters with proved results, and to 
control mailing department. Plenty of 
salary for man with 
full details of age, 
experience, and salary expected to 


Box 9234 
Advertiser's Weekly 180 Fleet St EC4 


ARTIST RE 


GENERAL ARTIST. First-rate man 
required, able to design and produce 
roughs and finished drawings of High 
standard for press, leaflets, folders, 


co. etc.. Apply in first instance 
y letter or ‘phone for a 


intment 
to Mr. Gibbs, Maxwell Clarke. Ltd., 
34/35 High Holborn, wel 


CHAncery 4563 


LIVE BY THE SEA, near Great Yar- 
mouth. New s/d 3-bedroom house, 
inc. land and road charges, available 
for £1,690, deposit £169. General 
Artist required able to execute rough 
and finished drawings for Silk Screen 
Posters, Showcards, etc. Figure work 
an advantage. The above property 
will be available to the successful 
applicant at —. Write, stating 


sent oe ae specimens, to 
Stent beseed 


Feces Ltd., 
Dene Side, Great Yarmouth. Also 


slick Posterwriters required. 


AN EXPERIENCED 
LETTERING ARTIST. 


required for studio of London Adver- 
wee Wins givinn full particulars to 
Box 9186 


WIRED for studio of 
Publishing House. Age 20-25, male. 
Good position for competent all- 
rounder. ‘Phone Museum 9792, 
Ex. 15, for appointment. 


Advertiser's Weekly 100 Fleet St €C4 


ARTIST 
TYPOGRAPHER 


Assistant required in Publicity 
Department of large industrial 
organisation to help design and 
produce sales promotion 
material. Must have a good 
knowledge of typography and 
be able to do some finished 
artwork. 


Apply to 
Box. 9247 
Advertiser's Weekly 180 Fleet St €C4 


LETTERING ARTIST interested in 
high standard of finished drawings and 
coloured sketch work required for 
expansion —y ~ of M Part- 
ners, 48, ver Street, W.1 Ring 
Studio Manager, MAY. 1045. 


SMALL & PARKES LTD. 


¢ ore 5 Manufacturers of 
“DON” Brake Linings require the 


services of a 


PUBLICITY 
OFFICER 


A commencing of not less than 

£4,000 per annum will be paid to a man 

who is as 4 advising on all aspects 

of publicity pol and whose duties 

will inctude creative —_ in con- 
and outdoor 


CLERICAL ASSISTANT to Art e 
Manager. Some commercial art ex- 
rience advantageous A ssa S. FP. L. 


id., 71 Dean St., W 


Excelient opportunity for 


YOUNG ARTIST 

(FEMALE) 
to work in South West London 
Studio of large advertisers. 
Ability required in lettering and 
layout, knowledge of Masseeley 
Operation an advantage. 
Write, giving full details of age, 
experience (no samples of work 
at this stage) to 

Box 9303 

Advertiser's Weekly 180 Fleet St EC4 


1. 


Erwin Wasey 
HAVE Two VACANCIES 


Production Assistant 


Must have Agency experience—man 
or woman—age 25/35. 


2. Print Department Assistant: 


Technical experience of printing trade 
necessary—man only, 


Please write or phone for appointment 
Mayfair 8171 ext. 17. Operations Department 


Erwin Wasey & Co. Ltd. 
BROOK HOUSE, PARK LANE, W.1. 


‘Phone your Classifieds to CHA 8844 (Ex. 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


& SON LTD. 


SENIOR 


COPYWRITER 


A well paid permanent and progressive position 
for a man with evidence of solid agency ex- 
perience—and an ideal opportunity for one with 
ambition to develop as an individualist. 


ALFRED BATES 


INVITE FURTHER APPLICATIONS 
FOR THE VACANCIES OF 


SENIOR 


VISUALISERS 


Men with a strong creative flair and at least 
agency experience behind 
Applicants must be able to produce roughs to 
any standard of finish, and to brief, stimulate 
and direct junior members of a creative team. 


them. 


TYPOGRAPHER 


A man with a commonsense approach to 
typography is required to work on a group 
of varied and interesting accounts. Agency 
experience in producing type layouts and 
adaptations is essential. 


Apply by 'phone or letter to 


CREATIVE MANAGER 


CENTRAL 8831 


Here, at Alfred Bates, we have a growing staff of 
some hundred persons, but we are always interested 
in experienced advertising folk who prefer to work as 
individualists rather than as cogs in too-big an 
organisation. Each of the above vacancies carries 
a good salary with scope for both further experience 
and advancement. 


130 FLEET ST., EC4 


Novemser 11, 1954 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT . 


Situations \ acant : 
be made through a | ocal Office of the 
Agency if the applicant is a man aged 18-64 inclusive or 2 woman aged 18-59 


unless he or she, or the employment, is 
Nedllestion of Vacancies Geder ‘t50n. 


“ The engagement ot persoms answering these advertwemenw must 


of Labour or a Scheduled Employment 
inclusive 
ime provisions of the 


ADVERTISING 
MANAGER 


required by leading firm of sweet manu- 
facturers. This is a new appointment, 
and calls for a young man with the 
ability to devise and execute campaigns 
relative to both name and brand pro- 
motion, and to work in the closest 
conjunction with a Sales Management 
planning to apply modern technique to 
the sales operation. 


Applications, stating age, details of 
education, training and experience 
should be addressed to Box No. 59 
R. Anderson & Co. 14 William IV 
Street, London, W.C.2. 


ADVERTISING ASSISTANT required 


for the Advertising and Sales Pro- 
motion Department Experience of 
print, layouts and display, and adver- 
tising co-operation with Stockists an 
advantage This is a good oppor- 
tunity for a young man keen to 
develop good ideas State age, 
education, experience and salary re- 
quired to the Secretary, British Type- 
writers Lid., West Bromwich 


MALE CLERK 


wanted for London Office of Pro- 
vincial Newspaper. Good salary 
for a thoroughly competent young 
man with sound knowledge of 
advertising and office routine and 
with ability to control staff. State 
full details of experience and age, 


etc. 
Box 9305 
Advertiser's Weekly 180 Fleet St EC4 


WELL-KNOWN 
ADVERTISING AGENCY 


requires 
GOOD ALL ROUND 


ARTIST 


with experience of 
LETTERING AND LAYOUT 
particularly with regard to 

FILM ADVERTISING 


Phone: ART DIRECTOR 
Mayfair 757! 


COPYWRITER required by manufac- 


turing company in the West Midiands 
for the preparation of: technical adver- 
tisements, descriptive literature and 
editorial articles for electrical equi 
ment. The opening is for a versatile 
writer of proved ability. Applications, 
giving age, experience and salary re- 
uired, should be addressed to the 
Secretary, 


Box 9317 Ad. Weekly 180 Fleet St BC4 


PRESSERVICES LTD. 


Require a really good all-rounder whose 
chief attributes centre around visualising 
and layout. Write under confidential 
cover giving details, experience and 
salary required to Director of Adver- 
tising, 
PRESSERVICES LTD., 

Orbit House, Reading, Berkshire. 


| 


COPYWRITER 


required 
in the Publicity Department of 
a leading Electrical Engineering 
Company in South East London, 
to work on descriptive trade 
catalogues, press advertising and 
possibly a new house organ. A 
man between 25/35 preferred. 
Experience in the Electrical 

industry an advantage. 

Write, stating age, experience and salary 

required, to : 

Box 9310 
Advertiser's Weekly 180 Fleet St EC4 


JUNIOR ARTIST for general art work, 


well-known national women’s maga- 
zine Good prospects for right 
applicant. a 
Box 9315 Ad. Weekly 180 Pleet St EC4 


CARPET 
MANUFACTURERS 


require Public Relations Officer. 


An experienced man able to organise 
editorial photography and publicity with 
particular reference to Nationals and 
Women's interest magazines. Must 
also have ability to organise pro- 
motional schemes of varied character, 
and be prepared to travel throughout 
the country. 

Write giving age, experience and salary 
required. 

Box 9302 
Advertiser's Weekly 180 Fleet St EC4 


Newspaper Group require immediately 


SPACE SALESMAN 


in Liverpool on a commission basis. 


A 
wa Box 9309 
Advertiser's Weekly 180 Fleet St EC4 


RETOUCHING ARTIST 


for West End Studio preferably with 
previous experience of Engineering 
subjects. Top salary and ideal condi- 
tions. 9-5.30 Monday to Friday. Full 


Particulars 
Box 9306 
Advertiser's Weekly 180 Fleet St €C4 


MEDIA ASSISTANT. Young Lady re- 


quired. Previous experience in Adver- 
tising or Press desirable Accuracy 
at figures essential. Interesting work, 
good prospects. "Phone or write for 
interview to Personnel Manager, John 
Haddon & Co., Lid., Il, med 
Square, London, E.C.4. CEN. 8156. 


GLASGOW. Genuine and out- 
standing opportunity for a 
young 
(25-35) 


ADVERTISING MAN 


strong on copy/ideas and used to 
contact work, to join permanently the 
top executives of an important Glasgow 
agency. No salary quibbles with right 


Bo Box 9231 
Advertiser's Weekly 180 Fleet St €C4 


‘Phone your Classifieds 


to CHA 8844 (Ex 25) 
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Novemser 11, 1954 


APPOINTMENTS VACANT 


REPRESENTATIVE 


required by 


Hugh White Studios, Ltd. 
6 Cavendish Square, W.1 


Must have experience. Permanent 
P i with iT] prospects and 
remuneration to suitable applicant with 
art and photographic connections. 
Apply by letter giving full details of 
experience. 


LAYOUT ARTIST 


wanted 


Must be able to do the occasional piece 
of general finished artwork for repro- 
duction. Reply by letter stating age, 
experience and salary required to 
Murray-Watson Limited, 58 Brook 
Street, London, W.!. 


APPOINTMENTS WANTED 


VERSATILE 
EXECUTIVE 


Age 36, 20 years in Advertising. 
Wide experience in National 
and Technical press schemes : 
copy and ideas, outdoor and 
point of sale advertising, space 
buying, print and production 
management. Seeks position as a 


PUBLICITY, MANAGER 


or 
AGENCY EXECUTIVE 


Box 9311 
Advertiser's Weekly 180 Fleet St E04 


“HAND PICKED” a 
avaiabie The Wigmore Agency, 
Wigmore St., W.1 “HUNter 9951) rt 

TECHNICAL WRITER, at present 
specialising in medical copy for lead- 
ing pharmaceutical manufacturer, 
wishes to change to part-time or free- 
lance work. 

Box 9292 Ad. Weekly 180 Fleet St EC4 


AS GREEN AS GRASS but bound to | 


pass ! Cambridge graduate 
chance to learn the Copywriting busi- 


ness. Sterling qualities, unbreakable 
disposition 
Box 9323 Ad. Weekly 180 Pleet St BC4 


COPY WRITER-VISUALISER, top 
grade, at present with leading London 
Agency engaged on first-class 


wants | 


iii 


CLASSIFIED ADVERTISEMENTS | 


APPOINTMENTS WANTED 


COMMERCIAL TV EXECUTIVE 
Age 40, British born, home after 15 
years exclusive experience in U.S.A. 
commercial broadcasting (incl. 5 years 
in television). Acknowledged top level 
consultant specialising in advertis- 
ing, sales promotion, and commercial 
programme research. 


Box 9322 
Advertiser's Weekly 180 Fleet Se EC4 


FIVE YEARS’ ALL-ROUND experience 
in Advertisement Departments, dailies, 
weeklies and monthlies. Smart young 
man (22) seeks permanent progressive 


7 London 
x 9331 Ad, Weekly 180 Pleet St BC4 


BUSINESS OPPORTUNITIES 


PRINTERS 


SSVSCLSEIONARY new colour print 


 y-—~ Send for pordouan 
PXIC HROME Philip Gotlop 


Photographs 
41%. 


Ltd 


of 


24 Kensington Church St., W.8. 


COLOUR 
WORK 
Exquisitely produced 


ARNOTT PRODUCTIONS 
SUN ST., HITCHIN. Tei. 300 


FREE LANCE SERVICES 


ADVERTISER'S WEEKLY 


SALES AND WANTS 


ADDRESSOGRAPH FRAMES for sale 
$5s. per 1,000; also Cabinets M.S.8. 
49 Tattenham Greve, Epsom 


CALLIN 


FREE LANCE ARTISTS 


are expert at Still Life, Letceri 
pA vod Fash hion—ail in Line or Wash, 
and quick—boy, we can keep you busy. 
Send us details (not specimens at this 
stage) right away, to 


Box 9312 
Advertiser's Weekly 180 Fleet Sc EC4 


SALES AND WANTS 


JUST A DREAM 


What we would really like 

is a client who will say, 

** Here is an idea of what we 
need—check with us that you 
have the technical facts right, 
but get on with it. We 
want a first-rate job—and 

you have a free hand. We 
want the work taken right off 
our shoulders. Let’s have the 
finished job—and if possible 
yesterday.”” Is it a dream, 

or do you exist Mr, Client? 

A first-class print design unit 
is at your service. Your 
reply will be treated 

in the strictest confidence. 


Box 9264 
Advertiser's Weekly 180 Fleet St EC4 


IMPORT QUOTA 
CLASS 24 
AVAILABLE 


Write BOX 446, Frost-Smith a 
64, Finsbury Pavement, London 


ROTAPRINT R/KL FOR SALE. Can 


be seen in daily use. 
only reason for sale. 


Replacement 
£100 or near 


cr. 
Box 9324 Ad, Weekly 180 Fleet St BC4 


FOR SALE. 
(Type AFP) 
er. Write 


Acrograph Foot 
As new, £15 
Dunn, 7c, 


or 


Pump 
near 
Collingham 


LAYOUT ARTIST (Ex. Pig.) 
in Ls mgs and brochures, 
mission 
_ Box 0178 Ad, Weekly 180 Pleet St BC4 

MAPS dexyned snd drawn for all 


rposes 
hos 9300 Ad. Weekly 180 Fleet St BC4 
FREE LANCE ARTIST sequen re- 
irst-class 


touching commissions. 

work speedy delivery. Specimens 
available. 

Box 9225 Ad. Weekly 180 Pieet St BC4 


SPECIAL ANNOUNCEMENTS 


See October 28 issue of 
Apvertiser’s WEEKLY, pages 
268, 269, 270 for the Adver- 
tising Services and Supplies 
Section. November 25 will be 
the next issue containing these 
Services. 


How can YOU 


profit by direct 
mail advertising ? 


Direct appeal; i results; timeliness; 
privacy; complete control at every 
stage; more orders, at fractional cost 
r sole! . . it’s all in “ How to Sell 
Successfully by Direct Mail’, just off 
the Press. 
Write for Leafles OM/8 to Business 
Publications Led., 180 Fleet Street, 
London, E.C.4, 


including nee oes requires similar 
ition. nchester area 
Box 9330 Pri “Weekly 180 Pleet St BC4 

AGENCY MAN (M.LP.A.), active 
senior, versatile, exceptional experi- 
ence all depts. big London Agencies, 
Offers full or part-time services not 
requiring every day attendance Lon- 
don. (Resident Bucks.) Please write 
Box 9208 Ad. Weekly 180 Fleet St BC4 

EXPERIENCED FASHION ARIST in 
Press and Colour Reproduction re- 

uires work. Mrs, Reed, 27 Fairmilc 
ve., Streatham. 

KEEN YOUNG MAN, 21, National 
Service completed, desires opportunity 
to learn Advertising Profession. Some 

inting and newspaper experience. 
Box 9318 Ad. Weekly 180 Pleet St BC4 

EXPORT ONLY. Accounts exec./copy- 
writer, 26, sound all-round Agency 
experience, would enjoy work with a 
foreign accent in responsible export- 
advertising , London or abroad, 
but only if scope for initiative and 

actical sales sense. Widely travelled. 
Box 9319 Ad. Weekly 180 St BCA 


SHOW CARDS, CUT-OUTS 
ADVERTISING FOLDERS 
by le tw - 4 or letterpress (own 
photo-litho process plant). 
CARILLON PRESS LTD. 
Fine Colour Printers, 
Telephene Boscombe 36835. 
London Office 98-100 Strect, 
B.C. Phone : CENtral 1740, 


; PRINTERS 


SERVICE TO PRINT BUYERS ! 


Cur Coaiisten fo eyonmation, fetes 
machining, binding and 


will more dT your 
incerest in sending us an enauiry. 


LINCOLNSHIRE CHRONICLE 
General Printing House. 


North, 
Telephone : Lincoln 666 


Place, 8.W.5. 


FREE LANCE SERVICES 


Who 
wants 
more 
money ? 


We would like to meet 
a really good visualiser 
who can produce ideas 
for national accounts for 
us in his spare time 
(if any). The proposition 
we have in mind will be 
extremely interesting 
financially to a good man. 


Write in full confidence to 


Box 9321 


Advertiser's Weekly 180 Fleet Street EC4 


‘Phone your Classifieds to CHA 8844 (Ex 25) 


@ Continued on page 423 
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ADVERTISER'S WEEKLY 


Advertiser's 
Siro Weekly 


Questionnaire which was 

recently addressed to each 
of the 13,300-odd subscribers 
to Business brought replies 
from all over the world. A vast 
amount of information relating 
to the status of BusINESs sub- 
scribers, the type, size and 
importance of the firms they 
represent has now been collated 
and reproduced in a booklet 
entitled “ This is your market.” 
Send now for your free copy, 
for in it you will see that if 
you or your clients sell to top- 
levels in Industry and Com- 
merce, then BUSINESS, with its 


SEND FOR ; ‘YOUR 91% top executive readership, 
FREE COPY TODAY is, indeed, YOUR Market ! 


Business 


The Journal of Management in Industry 


Business Publications Ltd., 180 Fleet St., London, E.C.4 Tel. CHAncery 8844 


Ss. a 

52/6 a pod 

Post free 
55/- (overseas) 


STOP PRESS 


Better films— 


attendances less than in any previous 
year, Board of Trade figures reveal. 
Audiences d second 


blicity ae A 
vertising 
advertising managers, 
ay of Jack Blanche, advertise- 
manager of “Lilliput,” saw 
film-strip illustrating various features 
of magazine in its new form. It 
was compéred by Jack Hargreaves, 
who was introduced by George 
Cooper, Hulton Press controller of 
advertising. 


Newspaper Society to meet Insti- 
tute of Public Relations to cy 
implications of confidential memor- 
andum advising Newspaper Society 
members to curtail use of 


: ; Ree sane 
using 1 tri “D. 
Saou Y bpaily Melt" for pring 
im 1955 (Charles Higham 


A resigned 
Dixons Westend Advertising Agency 
Ltd., and returned to sales manage- 
ment with C. B. McAllan (Engi- 
neers) Lid. He is president of 
British Sales Promotion Association. 


Next year’s Tie Week scheduled 
for June 10 to 18. The slogan “A 
New Tie is a Tonic” will be retained 
and competitions for consumer and 
retailer will again be 
national basts. 
are agents. 


Published by the Proprictors, BUSINESS PUBLICATIONS Lid., at their office st 180 Pleet Street, London, E.C.4. (Phone : Ch Chancery $844.) 
a serromrictor, 1954. Printed io in England by St. Clements Press Ltd., Portugal St., Kingsway, London, W.C 
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